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ORDER FROM YOUR DISTRIBUTOR 


ATLANTA 
Melvin S. Roos 


BALTIMORE 
William’s Corp. 


BOSTON 
Eastern Displays. Inc. 
BUFFALO 
Samuel C. Dutch & Son 
CINCINNATI 
General Display Corp. 


CHICAGO 
Hecht Fixture Co. 


DENVER 
Walter W. Martin 


LOS ANGELES 


Grossman & Silvers, Inc. 


MIAMI 
Samuel C. Dutch & Son 


MINNEAPOLIS 


L. E. Hier Display Equip. Co. 


NEW ORLEANS 
Gulf States Display 


PHILADELPHIA 
Naythons Display Fix. Co. 
PITTSBURGH 
DeWeese Display Equip. Co. 
PORTLAND 
Northwest Display Equip. 
SAN FRANCISCO 
Kehoe Disp. Fixture Co. 
ST. LOUIS 
Midwest Display Equip. Corp. 
DETROIT 
The Art Products Mfg. Co. 


KANSAS CITY 
National Equip. Co. 


MONTREAL 
Miller's Display Fix., Reg‘’d 


HONOLULU 
Bader and Co., Hawaii 


NEW YORK—43-51 West 36th St. 


The Nation- Wide 
Dishlay Service 


Luette Tops 


amazingly LOW PRICED 


Expertly made of genuine DU PONT "'Lucite"’, these dis- 
tinctive, new tops are a value no alert displayman will 
want to overlook. Perfectly transparent and practically 
unbreakable, their lustrous sheen is retained indefinitely, 
since there is no applied finish to dull or wear away. 
Capitalize on the novelty and attention-getting beauty 
of these new tops, while this amazingly LOW price 
makes their generous use throughout the store easy on 
your display budget. 


YOUR CHOICE OF STYLES 
@(A) No. T460 Dress Top @(G) No. T458 Lingerie Top 
@(B) No. T469 Dress Top *%(H) No. T462 Hosiery Top 
@(C) No. T466 Tee Top (I) No. T468 Hosiery Top 
@(D) No. T467 Lingerie Top *(J) No. T464 Bag Top 
@(E) No. T459 Dress Top @(K) No. T465 Coat Top 
@(F) No. T470 Lingerie Top *(L) No. T463 Shoe peeiad 
e@Have fitting for 3" upright *Have fitting for 14°" upright 
ee fitting for adapting 3.” tops to 
4" uprights—or vice versa—l0c each 
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fis—Featuring ‘‘Sportocrat’’ Convertible and ‘‘Anzac"’ Sports- 
Half bas-relief figures dramatize the use of the same shirt for 
active sport or business. Modernly designed side units with 
d cutout figures display ‘‘Anzacs."’ 4 feet high. 


FOR INTERWOVEN—‘'Paul Revere's Midnight Ride"’ . . . subject carved in deep 7/, bas-relief, 40 inches 
high. Combination flock and oil color finish in subdued night tones. Carved gun models—‘‘Old North 
Church,"’ and scroll copy panel complete—a grand dramatization of a grand American story. 


Ly, 
LOAN DISPLAYS 


STETSON—Featuring the ‘‘Playboy"’ hat. 3, bas-relief life-size YES ... these deluxe displays all m third dimension 

gs reproduced from scene in Stetson National Advertising. Side ... smart, attractive colors... and many with me- 

carry copies of ad in full color. 5 feet high. ° ° ° . . 
chanical action, lights and genuine wood carvings are 
loaned to you for feature window showings of Amer- 
ica's best selling products. There's no cost except 
the small incoming transportation charge. Get your 
share . . . Reserve yours now for Spring showings. 


MIA-WNEATS . . are small, 3 dimension displays with characters 


. J ree and settings in full relief all to actual scale. They tell 
. ; a ' g their story quickly and effectively . . . are easy to 
Th 





use, lightweight . . . and provide a grand center of 
is attraction for any size window. 


— oe | | =" 
/PYREX—Miniature full-relief kitchen, with mechanical action W. L. S T E A S G AA R D & A S $ 0 C I AT E S, I N C. 


and smartly designed Early American knotty pine display pan- 
eate an impressive setting for Pyrex ‘‘Ovenware"’ and ‘‘Flame- CHICAGO ” OAKLAND . NEW YORK 
"6 ft. high. 


in-Event display for ‘‘Scandals.” Hickok Sport Belt display with 3 Min-Event Comfy Min-Event display with full-relief, Scovill Min-Event display. Humor- 

foom scene with full-relief figures scenes dramatizing 3 classifications of Sport carved hands, magician's wand, furni- ous... colorful . . . with full-relief 

Pinch scuare full color lithographed Belts . . . Reversible . . . Live-Glas .. . ture and actual silk topper. Ready-made figures. No need for a doctor, the 

ame with selling features. 32 inches Sandune. 5 feet high. slip covers that fit like magic. X-ray" proves it's only ‘“‘Button 
Bother."’ 24 inches high. 





“NEW WONDER FINISH © © ® 
INTRODUCED BY WILLIAMS 
EXCLUSIVE WITH WILLIAMS 
0 0 © ALREADY A HIT WITH 
AMERICA’S LEADING STORES 
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display world with its almost indescribable 
uty. Forms, heads and display units of 
rdy papier mache are given a lustrous, 
d finish with the soft mellow look of 
hed old metal or aging marble, or fine + 
d woods. Their subtle, modern charm 


azing versatility sets them apart com- 


ly from anything previously shown. 


his is but one group of hundreds of dramatic 
new display ideas in our new CATALOG 
No. 62. Mannequins, fixtures and no end of 
original new designs in glass and chrome 
by the Cyrille Steiner Studios, shown for 
the first time in our CATALOG No. 62. 
It will be off the press early in February — 
better write for your copy today. 


FIXTURE HEADQUARTE 
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Cornice treatment that gives smooth modern effect. 
Concealed fluorescent lighting can be directed on 
merchandise and cut- outletter$ lighted too. Construc- 
tion details shown in circle illustrations—easy to do. 


One J-24 and two J-48 
Bends are all the bends 
needed to create this 
illuminated shop en- 
trance. It's inexpen- 
sive—smart— modern. 





RE ARE THE MOST POPULAR BENDS... 


mn 1-48...1—90° Bend, 
long, width after bending 
ches. Price $4.15 each. 


Design J-24...1—180° Bend, 
8 feet long, width after bending 
16 inches. Price $3.50 each. 


In ordering specify Smooth Inside or Outside and. . 


12 MORE ARE SHOWN IN CATALOGUE 


Design C-48...2—180° Bends, 
8 feet long, width after bending 
32 inches. Price $6.95 each. 


AND DRAMATIC 
FLUORESCENT LIGHTING EFFECTS 


srauctiral BENDS 


PATENT PEnOING 
TEMPERED MASONITE 


Now stores can improve the eye-appeal of their 
windows, departments and shop entrances more 
economically and at the same time achieve 
dramatic and effective illumination. Structural 
Bends are formed from genuine, smooth temper- 
ed masonite...they re sturdy, lightweight and 
easy to cut, for construction. A beautiful finish in 
only one or two coats. The variety of shapes and 
sizes (18 shapes) makes them adaptable to all 
your window or store remodeling. If you need 
suggestions they will be submitted without charge. 


_— 
. EASY TO JOIN TO ANY LENGTH 1-24 


8 feet long only $2. 65 


Other sizes at equally low 
prices.All18 Bends instock 
for immediate delivery. 


to 
FUE. 20; inten 


illustrating and sh owing uses of 
J all 18 Structural Bend designs. 





PRODUCTION anp SUPPLY 


A DIVISION OF W.L. STENSGAARD & ASSOCIATES, INC. 
346 NORTH JUSTINE AVENUE » CHICAGO, ILL. 





LIGHT REFLECTORS 


Design G-12...1—180° Ber 
8 feet long, width after bendi 
6 inches. Prices $2.75 ea 


Design D-16...2—90° Bends, 
8 feetlong, width after bending 
11 inches. Price $3.00 each. 


. Express or Freight, F.O.B. our factory Chicago. 
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THE COVER 


Harvey Pettit, J. W. Robinson Company, Los 
Angeles, created the display pictured on this 
month's cover—featuring New Orleans floral 
prints. In the background is a weeping willow 
tree, festooned with drapes of fabrics a la Span- 
ish moss. The leaves were made of white silk 
to match the white tree of homosote. Magnolia 
blossoms were added decorations. Pettit has 
been one of the pioneers in bringing certain 
forms of lighting equipment into the open as 
a part of the display. Note the "Lumisphere" 
(Century) at the upper left. 


I94I 


"Display—window and interior—has come like 
wildfire in the past few years. In my opinion it is 
going to keep on coming—alive, dramatic, seller- 
wise and promotion-wise. It is one of the big func- 
tions of good management—and it pays dividends. 
| think 1941 will see continuing forward strides in 
display. In our store we are going to try ‘gol-darn' 
hard to keep in step—and | mean we: display 
manager, promotion manager, department man- 
agers, assistant department managers, assistant 
displaymen, the store manager—and me.''—Hal W. 
Kenaston, President, O'Neill & Co., Inc., Baltimore. 


OUR NEXT ISSUE 


Back on hand with more ideas for displays 
for the coming months will be Louis Gehring, 
De Sault, and Scrogin. Francine Post will 
point out fashion trends for the quarter 
ahead, while the New York, Los Angeles, and 
Chicago reports will keep you posted on 
trends in those centers. . . . Several special 
features are planned for the March number 
which you won't want to miss. In the mail 


on March 15. 
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The Intelligent Distribution 
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Of A Display Budget 


As indicated by the subject of my talk, | 
am not going to deal with artistic emotion- 
alism, but will limit myself to the basic and 
fundamental problems of an intelligent dis- 
tribution of a display budget. I feel that 
this subject has been unjustifiably neglected. 

I am wondering whether we display man- 
agers are giving the complete field of our 
operation its full share of attention. For 
example: are we generally putting too much 
stress on one phase of the operation and 
neglecting many other problems that should 
receive closer planning and supervision? 
You will no doubt agree with me when | 
Sa) that the average store concentrates on 
the most prominent front of the store win- 
dows to such an extent and with such a 
great degree of extravagance and elaborate- 
ness, that many other important needs are 
impossible to fulfill, because practically the 
whole budget has gone in almost one direc- 
tion. 

Isn't it true that windows on the side 
street in many of the stores are generally 
neglected and receive only scant attention: 
Isn't it most important that we follow-up 
very closely the buying and refurnishing ot 
fixtures for different departments, which is 
also one of our responsibilities ? 

There is no doubt in my mind that you 
have given these problems moments ot 
thought from time to time. I know I have! 
For instance, in your own store you might 
find that side streets particularly those 
which have a goodly amount of traffic—are 
neglected to such an extent that windows 
are displayed without any preparation or 
enthusiasm, not only on the part of the dis 


*Address before the National Retail Dry Goods 
Association convention, New York City 


By SAM BLUM* 
Gimbel Brothers, New York City 


play supervisor, but also by the lack of en 

thusiasm from the buyer's point of view. 
There seems to be what I would call al- 

most a psychopathic condition prevailing 


whereby most of us go “all out” on = our 


main front with every ounce of ability, 
imagination and enthusiasm that we possess. 

The windows on our side street we con- 
sider just a necessary evil for which some- 
thing has to be done because they are there, 
but we would probably be happier if a barri- 
cade were put around them. 

However, I believe that with sincere effort 
and some enthusiasm these windows can be- 
come very valuable sales stimulants to many 








items that are not generally presented in the 
important front of the store. With this 
thought in mind, the expenditure of more 
monies would indeed be worthwhile, and 
the buyers of the store would then be more 
anxious to have their better merchandise 
presented in these areas. 

Some of the stores have done a successful 
job with their side windows—and you know 
the stores that I have in mind. They have 
accomplished this only because they were 
planned by display, sales promotion, and 
merchandising divisions to bring about these 
very good results 

\nother subject which I feel requires dis 


cussion is the fixture expenditure for de 
partmental needs. Almost every department 
store has a display budget broken down 
into semi-annual or annual portions, de- 
pending on the fiscal system of the store 
In this budget certain funds are set aside 
to take care of presenting the pictorial and 
promotional pictures in the windows. Then 
there is another appropriation set aside for 
the embellishment of the interior, such as 
[Continued on page 19] 


—Sam Blum, in the article on this page, re- 
grets that so many display departments have 
a tendency to neglect windows on side streets. 
... George H. Wagner, J. L. Brandeis & Sons, 
Omaha, shows in these two photographs that 
it is his policy to give the same meticulous 
attention to his numerous side street displays 
as those on a more fortunately situated thor- 
oughfare; a double handicap is imposed on 
many of the Brandeis windows since they are 
not only on a side street, but that street ex- 
tends up a hill. Incidentally, the shoe display 
won first prize in a national contest sponsored 
by Red Cross Shoe Company— 
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Mars and Springs Meet 
In Los Angeles Displays 


By HERB CROSS 


"Dick" Whittington, Photographers, Los Angeles 


Some rather interesting reactions were ob- 
served here as the spring fashion shows 
brought a new influence and some exquisite 
young fashions to the windows of Southern 
California. The “draft” appeared to have 
caught the fashion designers, as the new 
apparel has a tendency toward the military 
mood. This influence of the Kuropean war 
has created somewhat of a sensation in 
local circles, and local displaymen outdid 
themselves in making outstanding the win- 
dows dealing with the martial spirit. The 
military reds, whites, and blues were shown 
separately and together and, however used, 
presented striking contrasts to the new ac 
cessories. As the shoppers viewed the win 
dows thev were conscicus of sleeve chevrons, 
brass buttons, gold braids, and flags—prom- 
inent on all apparel from bathing suits to 
evening clothes. Every outfit was resplen- 
dent with a feeling of confidence and 
strength. The display atmosphere was con- 
tagious and thrilling, and one shopper was 
heard to remark, “When I walk by these 
windows I feel like breaking into some 
patriotic song.” A typical example of the 
many windows following this theme is 
shown here and described below. 

Graduation also hit Los Angeles in a big 
way, with several fine windows being dedi- 
cated to that festive occasion. Valentine's 
day held the spotlight in some displays; 
huge red hearts with arrows coursing 
through them, and delicate inscriptions in 
lace formed two such backgrounds. The 


coming of spring has also been indicated, 
with new prints exciting shopper interest. 
Splendid illumination and careful) window 
planning was very evident in all of the 
showings. 

The first window pictured features “Chev- 
rons,” as used on the sleeves of two military 


bolero dresses appearing at The May Con 
pany, downtown. Display Manager Carl \\ 
Ahlroth had a very interesting series of wil 
dows, and the “Mood Militaire” theme w: 
carried throughout the store. On the back 
ground of the window pictured here 1s 

shield, silk screened, and beautifully de 








signed. The words “Mood Militaire’ were 
lettered across the shield. One section was 
striped red and white, while opposite the 
stripes was a section devoted to the emblems 
of the army, navy, and marines. Behind the 
shield was a striped banner, and extending 
from this was a colorful tassel which was 
carried to the front of the window where it 
became a part of a very interesting design. 
Five mammoth military drum tighteners 
were placed against the window glass, ex- 
tending from top to bottom. The “leather” 
tighteners were cut from cardboard, and the 
angular lines from the cord made the pres 
entation 
brightly illuminated, and a pedestal of ac- 


fascinating. The window was 


cessories at one side aided in the window 
balance. 

A prominent downtown store had an ex- 
cellent men’s wear showing. The theme of 
the window was “California Preferred,” 
and featured “customized suits which pay 


—Typical of the military mood so current in 
Los Angeles displays is this one by Carl W. 
Ahlroth, The May Company, downtown... . 
Equally interesting is the presentation of men's 
wear in a broker's office atmosphere, by a 
prominent Los Angeles store. . . . (All photo- 
graphs by courtesy of "Dick" Whittington, 
Photographers, Los Angeles) — 
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—Graduation came in for an important place 
in the display scene in Southern California as 
the school half-year ended. The small illus- 
tration at the right is of a display by Sidney 
Gorman, The May Company-Wilshire. . . 

Next is another graduation window by Stuart 
Raymond, The Broadway, downtown. . . . The 
final display is by Kenneth Helmbold, Nancy's, 
Hollywood, featuring an over-size garden 

sprinkler— 

ig dividends in the business world.” The 
setting was a business office, supposedly in 
the stock market district. On the desk was 
a ticker recording the various “quotations.” 
On the background the quotations were re- 
corded on a blackboard. The quotations 
naturally referred to the popularity of the 
suits shown in the window, as computed at 


important places where business men gather. 
An enlarged strip of ticker tape had printed 
statements concerning the apparel. The win- 
dow card was engraved to appear like a gen- 
uine bond, and was surrounded by smaller 
bonds and more ticker tape. 
dise in the window was well placed, and the 
general illumination was accented from the 
upper right. 

“Graduate with Honors” was the motif of 
one of the pictured (small 
illustration) and was shown at The May 
Company-Wilshire. Display Manager Sidney 
Gorman employed over-sized accessories to 
make this window impressive. A_ 10-foot 
diploma, and an equally large pencil 
used. The diploma was placed at an angle 
background and was held in 
by an interesting spiraled pillar. On 
e inclined circular platform in the fore- 
und was a gold plated, plaster-of-Paris 
production of a professor's head and hands. 
sculptured, and the 
nds held some of the accessories for the 
outfit. The spot- 
hted at one side, and was attired in a 
irming white gown. 

Graduation” is also the subject of the 
xt window illustrated, from The Broad- 


The merchan- 


windows here 


were 


ross the 


piace 


e head was arttully 


unequin’s figure was 
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Manager Stuart 
attired in 


large, school- 


way, downtown. Display 
Raymond had two mannequins 
white frocks standing on a 
room blackboard. One section of the black- 
board was torn to admit one of the figures, 
the other standing on the surface. On the 
framed board were also several graduation 
accessories. \ large diploma, shoes, and 
kerchiefs for the mannequins were among 
them. At the base of the blackboard was 
the word “Graduation” in scroll form. At 
each side were pedestals topped with ferns. 

The final window is from Nancy’s, Holly- 
wood, for which Kenneth Helmbold ts dis- 
play manager. The theme of this window ts 


“Spring in a modern mode,” and features 
exciting new dresses. The showing was ver) 


colorful with flowers, grass, and shrubbery 


5. 











used profusely. Two mannequins were 
placed at one side, attired for a stroll down 
the boulevard. Opposite them was a huge 


flower watering can, made ot metal, and 


realistically designed. From the holes in the 
spout protruded slender rows on which were 
hats \nother 
hat was placed on the lid of the can. Across 


the base and along the handle were imita 


displayed several “flowery” 


tion flowers. A basket of flowers was top 


pled on the grass flooring and was. sur- 


rounded by accessories. The figures were 


spotlighted and the window was attractive in 


every sense, 

The Los Angeles window shown on the 
cover is somewhat of a fantasia. It is by 
Harvey Pettit, J. W. Robinson Company, 


and presents New Orleans floral prints. In 
the background of the window ts a large 
weeping willow tree, representative of Louts 
iana. The cleverly shaped tree was made of 
The bolts of cloth 


draped over the branches, which dis- 


homosote, painted white. 
wert 
played them well. 























South Of 


Several factors combine to make Americana an outstand 
ing theme for promotions during 1941. One is the German 


invasion of Paris, and the consequent shifting of the styl 
center of the world to the United States. Another is the 
steady progress of American designers, many of whom wer« 
featured in various retail promotions during 1940. A third is 
the mounting patriotism in this country. Still another is the 
“good neighbor” policy of the government, which has caused 
increased interest in our neighbors to the South. A fifth is 
something of a feeling of isolation—of being rather cut off 
from the rest of the world, with North and South America 
so far little touched by the swirl of war. 

And so it is that displaymen can be sure that the tentative 
nibbles at the Americana theme in 1940 were on the right 
track, with a great deal more ahead during 1941. Public 
interest is high in fashions inspired by patterns, fabrics, and 
colors of Mexico and the countries of Central and South 
America. 

A number of treatments suggest themselves: the archi 
tecture of the vanished race of sun-worshippers; the fruits 
and flowers of the countries involved; the maps of North and 
South America; and, for those who like sound with their 
displays, the orchestration of “Pan-America” makes a thrill 
ing musical accompaniment. 

Three well-known displaymen created the displays in 
rhumba tempo pictured here. The displays with which Laszlo 
Gabor, Kaufmann Department Stores, Pittsburgh, dramatized 
a “Fiesta del Sol” promotion are shown in eight of the photo 
graphs. For example, in the first column several different 
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The border 


backgrounds are involved—bamboo and palm thatch, papier 


mache reproductions of idols and carvings from an ancient 
South American civilization, typical Latin American cos- 
tumes, and, in the lower photograph, one of the interior 
settings used by Gabor. The two small illustrations at the 
upper center of these pages are also by Gabor, while at the 
lower left center are pictured two of his ledge and case tie- 
ins with the general theme. 

At the top of the righ-hand column is a window by W. 
Jowman, Woodward & Lothrop, Washington, featuring spec- 
tator sportswear prints in South American patterns. The 
background was done in imitation stucco of mottled, warm 
pastel tints. 

Simplicity dominated the remaining displays pictured, a 
really distinguished group by Rudolph Aguilar, The Mar- 
ston Company, San Diego. Incidentally, Aguilar should 
know an authentic Latin American setting when he sees one, 
since he is a native of Mexico. Of these particular displays 
(also for a “Fiesta del Sol” promotion) he says: “We made 
a corridor like a home or hacienda in any place from the Rio 
Grande down, with stucco walls and arches with gray granite 
trimming, tile in light and darker shades of tan—very neutral. 
We used tinware from Mexico, and cards with tropical 
birds of feathers, also made in Mexico. The arches above 
and the indirect lighting throughout the displays created, 
with the natural plants, a cool and foreign atmosphere 
The settings evoked so much comment from our clients that 
we left the displays on view much longer than we had an- 
ticipated.” 
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\ perceptible trend is rapidly developing 
in the realm of display, and is being in- 


creasingly crystallized into an accepted 
style, that is—that 
impersonal, but are created to 


world and_ the 


displays are no longer 
reflect our 
daily lives in a dynamic 
human interest angle which makes them so 
individual is depicted in charming detail 
and sentiment. 


It is as if by common consent between the 


display executive and the public it had been 
agreed—"let us have not only a little varia 


tion, but let us also bring together into the 


open the daily happenings that are closely 
interrelated with life’s significance.” This 
results in a rhythmic movement of life's 


panorama, a movement that gives an impres 
sion of spacious development which delights 
the eye, stimulates the mind and gladdens 
It is arrived at through the pro 
jection of details that create a completeness 
of form and give an enduring quality as well 
as a dramatic effect. 

In no form of merchandising has the per- 
illustrated 


sonal touch been more highly 

than in the display of furniture. At Lord & 
Taylor's where Display Director Dana 
O’Clare executed a series of rooms under 


with are 
were realis- 


the heading of “Colors to live 


colors you wear,” mannequins 
tically 


there was an extraordinary 


posed in each room grouping and 


resemblance in 
each window to that of a real home where 
scale. 


life was being lived on a charming 


“Suede Brown” made the 


(Top, page 11.) 


feature color in the room illustrated—this 
color carried out from beige to brown in 
the decorating. The handsome furnishings 
ot the room were all the more noticed for 


the delightful human interest touch which 


was brought out in the two little toy kittens 
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Realism Vs. Roman 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


with ribbons around their neck, playing with 
the ball of yarn dropped under the chair 
by the mannequin so busily and happily 
knitting for the war victims. The tea table 
is charmingly arranged, the cloth in cham- 
pagne color, the tea set in browns and cop- 
per tones, and fresh flowers—iorsythia and 
anemones—in the vase. 

“Candlelight” was chosen as the name for 
the dining room display where the hostess 
was shown last-minute 
to the maid, the table appointments includ- 


giving instructions 
ing mints, real 


fruits, fresh flowers, ciga- 
“Chiffon f 


rettes. White” was the title 


the bedroom, with the mannequin in white 
chiffon dressing gown seated at her dressing 
table. 
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As an instance of the painstaking atten 
tion given to detail, it doesn’t really 
too late in the season to tell of how O'Clare, 


seem 
on viewing the famous “Night Before 
Christmas” series on the morning aiter the 
were installed, suddenly 
that the mother surrounded with her chil- 
dren did not wear a wedding ring! An as- 
sistant was forthwith sent to procure a gold 
band which was promptly 
finger and thus removed the happy 


displays realized 


slipped on her 
family 
from the realm of scandal. 

And now 
grows, comes St. 


as winter recedes and daylight 
Valentine’s day. Not in 
any of the past years has this occasion been 
so abundantly observed as in this season 
with symbols of 


heart- 


when “the avenue” is gay 
love as expressed in the customary 
shaped designs, cupids, and sentimental 
messages. 

Display Director James Gosling at Frank- 
lin Simon's devoted the four Fifth avenue 
for the occasion, mainly 
perfumes and Each setting was 
with a heart-shaped unit 
(page 10) measuring 6 feet 7 inches high and 
4 feet 
made of 
and is enchantingly decorated with real cake 


windows to gifts 
jewelry. 
centered large 
frame of the design 1s 
finish 


wide. The 


wood with white lacquer 


icing in the pastel tints. The recessed heart- 
shaped center of the unit shows tufted pink 


satin against which the gifts are displayed, 
and includes two lovely hands in soft blue 
plaster finish—one holding a string of pearls 
and the other offering a flower. The large 
heart is edged with a white tulle ruffle and 
frilly 
the setting, with small 
appearing 


curtains of the same material frame 
hearts in wine-col- 


ored satin where the tie-backs 





—Above, from Bendel's. . . . Center, by Sid 
ney Ring, Saks-Fifth Avenue. . . . Left, by 
James Gosling, Franklin Simon's... . (All pho 
tographs by courtesy of Virginia Roehl Studios 
New York City) — 
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—Top, by Dana O'Clare, Lord & Taylor. 

Center, by Charles Hinsdale, in charge of 

interior display for Lord & Taylor. . . . Below, 
by Irving Eldredge, R. H. Macy & Co.— 


ould be. The finish of the backwall and 
Hoor of each window ties up in color with 
the choice of tufted satin used for the cen- 
tral unit—pink, green, lavender and blue in 
pastel tones. 

Picturesque were the three windows at 
Macy’s when fashions which interpreted the 
spirit and color of Hawaii were featured. 
(Lower right, page 11.) Display Director 
Irving Eldredge draped lengths of fabric 
from high bamboo poles; great garlands 





ol flowers in a profusion of colors suggested 
the native lei. Tropical beach sand and 
colored spots created an exotic South Sea 
setting for the exotic looking mannequins. 
In Macy's Little Theatre, a fabric tashion 


show was given at three specific hours dur- 
ing the afternoon and 3,000 people daily 





were transplanted from the gray winter out- — 


in fashions and displays. (Center, page 10.) 
The side walls and floor of the window were 
finished in navy blue... the backwall pan 
els stretched with white flannel spaced with 
wide stripes in red Display Director Sidney 


Ring arranged a grouping of muscular arms, 
finished in light blue, on either side of the 


elevated mannequin who wore white with 








— navy blue cape lined in red. “Flag Colors” 
‘1 EXCHANG! was spelled out in white letters on darker 
em blue wrist bands used on the arms. In the 
re order named a red, white, and blue shoe was 
re shown on the hands to the lett of the manne- 
the quin, while flowers in these colors were 
red mixed with the shoes shown in the grouping 
il- to the right. 
aAS- In keeping with the times a “Post Ex 
old change” has been opened on the men’s floor 
her at Lord & Taylor's. (Page 11.) Red, white, 
ily and blue combined with khaki color made 
the appropriate color theme chosen by 
oht Charles Hinsdale, in charge of interior dis 
in plays. Built around a floor column, the unit 
een actually occupies small but strategic space 
son between the two banks of elevators; the 
of setting has been so well handled that a wide 
irt- range of selected merchandise is carried. 
ital side to a tropical setting with the added 
entertainment of a three-piece native orches 
nk- tra playing Hawaiian airs. 
nue “Bendel Goes All American” made the 
inly § headline in a window at Henri Bendel's, 
was which featured the store’s launching of cos- 
unit meties and of hats and accessories made and 
and designed of American fabric. All black and 
lis & white made the three striking displays 
ish Upper right, page 10.) 
ake Checkmate, Check and Double Check” 
art- were the names chosen for these new de 
vink Signs. \ black and white checkerboard 
yed, plaque was mounted at an angle on a black- 
blue finished cube. A large check mark, black 
arls § Wrapped in white satin ribbon, was placed F 
Ar ge off center of the board with the white satin $ 
and § Streamer ends trailing across the floor of i 
ame the window and spaced with accessories. A i 
col- handbag ot this check motif fabric, in f 
acks iim b and white, was shown by the ribbon 
streamer as a tie-up with the hat and scart 
‘d bed sI n on the black-finished abstract head 
by i i d on the board. 
10 ee ag Colors” was the catch-line for a 
os 4 series of windows at Saks-Fifth Avenue 
t Where the patriotic colors were carried out 































































by Louis Gehring 


Display Designer and Consultant, New York City 
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|. The lone lily makes a very dramatic se 
ting for the mannequin in her Easter outfit. The: 
are unlimited possibilities in the execution of tt 
sketch. The composition of lily and leaf may 
made of paper, cloth, a translucent material « 
any number of the plastics. Clever lighting e: 
fects will greatly enhance the setting. 


2. This delightful April shower of ‘'shoe 
drops'' may not bring May flowers but will surely 
bring dollars. Background painted in pale 
cerulean blue. Rainfall made of wire, painted 
in broken areas of gray and white, and fastened 
diagonally from ceiling to floor. Drops made 
of transparent composition in which the latest 
shoe styles are displayed. Instead of the fu 
rounded drop, a flat transparent material, 


shaped like—and giving the appearance of— 


a drop may be used just as effectively. A rain- 
bow gradually appearing in its full spectrum and 
then gently fading away will create a striking 
lighting eftect. 

3. The gloves that bloom in the spring are 
as colorful as the flowers themselves. Why not 
a wheel-barrow ladened with them for a section 
of your window or shadow-box setting? 


4. Stop! Look! and Listen!—commands this 
window. Here we have a window so dramatic 
in its appeal that success in sales is inevitable. 
Organ pipes in chalk white against an orchid or 
deep purple background. Streamers made of 
plastic extending from the pipes and holding 
the Easter shoe parade. A music book opened 
to Mendelssohn's ‘Spring Song!"' A series of 
spotlights changing in color to correspond with 
the tempo of the music may be focused on the 
organ. An amplifier recording an organ ar 
rangement of the spring classic may be installed. 
Easter Parade" may be substituted for ‘Spring 
Song.’ 

5, 6, 7. Let a note of gaiety swing into 
spring by the use of colorful baskets to display 
Easter fashions. The basket arrangements may 
be devoted entirely to mannequins gracefully 
swaying in their Easter costumes. They may 
also be used—(6) for the Easter bonnet window, 
(7) for the shoe window. 

8. Simplicity is the keynote of this shirt unit 
for counter or window display. It may be con 
structed of fir plywood, highly polished to bring 
out the natural grain. The circle and side strips 
are painted blue and sprayed in a lacquer finish. 
Feature the selling points and price of shirt in 
the circle. 

9. The caption for this window might be 
"Put Your Trust In Us.’ Dramatize it by an open 
book resembling a dictionary constructed of 
wall board upon which is placed a magnifying 
glass (constructed of wood) and through which 
the definition of the word TRUSTWORTHY 
read as follows—''TRUSTWORTHY—One to be 
Relied upon . . . to be Trusted.""—Webster. 
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}} FOR APRIL 


‘a 


) | EASTER PARADE 


|0. The Easter egg neckwear unit, painted 
in gay colors, may be constructed of plaster and 
pierced through the upper half by a dowel upon 
which ties are displayed. 


11. A men's hosiery stand may be made 
effective by cutting an outline of an Easter egg 
from wall board. This may be used as a copy 
card. Fasten a few sprays of pussy willows on 
the back of the card. Point out the main fea- 
tures of the sock by arrows whose points have 
pins which enable them to be thrust into the 


ze) sock. The following copy might appear on the 
1e arrows— 'Snug-fitting top, Double heel, Double 
St sole.’ 

al, 12. Lend a patriotic air to your spring shoe 


- window. The sketch shows a center unit with a 
in miniature Statue of Liberty surrounded by latest 
nd | models. A red, white and blue shield bearing 
ng the following copy—'Styled by America for 
| American Men.’ The circle may carry price or 
- some other feature. Place the shoes on a card 
nl F or good grade of deckle-edge white paper and 
- F partly spray in light blue. Paint the star red. 
The style name and price may be dark blue or 

hie black. 


























tic : 13. The time to convince a man of extend- 
wae ing or varying his wardrobe is when he is in the 
i? store. The problem then is to sell him more than 
. he intends to buy. Displays that are well placed 
ng and well followed up can be most effective. This 
we" flexible display unit may be used in a number 
be of ways; individually, against blank wall areas, 
ae or around columns, showing business, sports, and 
nt evening attire. Stimulate further purchases by 
it arranging these units so that every department 
ss not only displays its own merchandise but adver- 
ng tises the related merchandise of other depart- 
ments. 
ITO 
loy 14. Sportswear will reach a new high this ; 
lay spring. Promote more actidn by assembling ba 
ily & stocks that contain jackets and slacks made of te 
ay [Fe big-yarn tweeds, shetlands, thin summer fabrics tf 
ow, [Fe and those new ideas in shirts that will surely 4 
| ~=6meet with popularity. In this sketch is suggested 
init § §=6a blow-up of a golfer in action with a description 
1 E of play positions and technique. A few golf 
ing i sticks and balls complete the setting. 
“th, } 5. Breathes there a man who has not said, 
~ "Spring has gone to my head." If he has not 
saic it, make him at least feel it when he pauses 
we § ot your window. Backgrounds painted in light 
sal ceruean blue. Magnolia trees in full blossom. 
ast # = Floor covered in light green with petals of mag- 
F ™ 0c blossoms scattered about. Stands of smal 
ey me trex branches support hats bearing arrows which 
a m ore thrust into hats by means of pins. Arrows 
| = cary style name and price. Why not tie up the 
new spring neckwear with your hats? 
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Military Theme Prevails 
In Chicago Windows 


It's a military February. The mannequins 
are pulling in their chins, pushing out their 
chests, standing erect—the better to wear 
their navy blues and khaki tans and further 
the cause of Americana. The fleeting array 
of scarlet hearts and Valentine lace has 
gone from the scheme of things on State 
their 
burst of 


street, and in stead are gleaming 
stars and three 


Drums 


silver eagles, a 
cheers for the red, white, and blue! 
and fifes and burnished bugles all wound 
round with yards and yards of “God Bless 
America” bunting make a militant medley 
that Washington and Lincoln and the Gen- 
eral staff would be glad to see. 

Here and there, by way of stark contrast, 
languid ladies in beach attire are toying 
mid-winter coat of tan 
Southern sun. And 


spring has even ventured to rear her lovely 


with the idea oft 
beneath a synthetic 


head in one or two out-of-the-way spots 
where the flowers are more protuse than the 


Mistress Mary's 


Just inside a south doorway in 


garden. 
t Marshall 
Field's stands a white pusheart laden with a 
delighttul 
tended by a shapely young lady in a frothy 


cockle-shells in 


assortment of nosegays and. at- 
Colonial costume as a happy reminder that 
“Ti Winter Comes” 
of it. 

But for the most part it’s mood militaire. 


you know the rest 


Let’s look in on a setting designed by Dis- 
play Director John Courtney, Sears Roebuck 
& Co.'s State street store. Captioned “Sears’ 
Spring Recruit for Navy 
combined with red and 
The window is dominated by a big 


Bolero-topped 
dresses nautically 
white.” 
white wood anchor and unflung coils of 
ship's rope also carrying out the tri-color 
a square archway, flanked 


scheme. Behind 


by two mannequins, a wall panel has been 





By KENDALL HULL 


Fred Kuehn & Co., Photographers, Chicago 


daubed with a good-sized blob of navy blue 
paint, intensified by a blue light playing 
upon it and inscribed with the word “Navy” 
“Anchored” in 
upon a water- 


cleverly spelled out in rope. 
the center of the picture 


striped swatch of paper is an assortment of 


street frock accessories. The window is pic- 
tured on this page. 


The trek is toward the Rockies as out- 


door-minded moderns, heeding the advice of 
west. And the Fair 


Horace Greely, go 


Store's display manager, Paul Wertz, ap- 
propriately breath of the dude 
ranch country into an unusual set cham- 
(Upper illustration, 
For atmosphere aplenty there are 


brings a 
pioning “Cowboy Tan.” 
page 15.) 


wood rail fence, each 


twin sections of a 























straddled by a cut-out wooden tenderfoot, 
ten-gallon hats and lassos and loose planks 
artfully 
bags, scarfs, and swashbuckling gloves. Cut- 
out letters forming the words “Cowboy Tan” 
back the scene, and just for good measure 
there is a supply of 
stripes. “Braided Beauty” reads the poster 
down front and = two 
street attire. 

A vicarious southern journey is suggested 
by J. R. Cooper, display manager for Man- 
del Brothers, via the sun lamp route. With 
a purple and orange splashed cut-out back- 
ground piece of wall board haloed by paper 


used to display cafe-au-lait hand- 


generous stars and 


mannequins present 


sun rays reaching to the fabric cycloramic 
drop and a mound of sawdust sand, he has 
conjured up a seashore second to none and 
planted a goggled, play-suited mannequin 
right in the middle of it. Reaching for their 
spot in the sun are myriad alabaster hands, 
holding descriptive price cards for the vari- 
ous lamps shining in the window, which is 
pictured on page 15. 
cagoans steeped in winter, “The Glow ot 
Health is Yours.” 

“Taking the Air at Miami... Phoenix... 
reads a hand-lettered poster 


A poster reminds Chi- 


Los Angeles” 
in a window ot Saks-Fifth Avenue designed 
by Michael Michele, director of display. A 
single mannequin in southbound costume is 
silhouetted against an effective 
tion of tropical foliage, and a purse and ker- 


compe SI- 


—Upper right, by Michael Michele, Saks-Fifth 
Avenue. . . . Center, by John Courtney, Sears 
Roebuck & Co., State street store. . . . Left, 
by J. W. Campbell, Carson Pirie Scott & Co. 
. . . (All photographs by courtesy of Fred 
Kuehn & Co., Photographers, Chicago) — 








SARs 5. 5. 
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—Right, by Paul Wertz, The Fair Store... . 
Center, by J. R. Cooper, Mandel Brothers. 
. .. Below, by G. C. Bowen, The Hub— 


chief are nestled against a coconut. A flood- 
light adds warmth to the curtained scene, 
framed with a valance made of “Structural 
Bends.” The window is pictured at the top, 
ige 14. 

J. W. Campbell, Carson Pirie Scott & Co., 
does some. skillful tricks with women’s 
round-the-clock gloves, titles his posters 
‘American Designs in the Palm of Your 
Hand.” Dramatizing the idea, he has cut 
two gargantuan hands from white paper and 




















through shield-shaped openings in the palms 

thrust pillar display standards at varying 

angles. On the pillars and on flats hodge- 

podged round the window are gloves, gloves, 

and more gloves. Candy-striped boxes and 

gewgaws complete the set, pictured on page 

14. 

{ Display Director G. C. Bowen, Henry C. 

Lytton Company (The Hub) calls attention A companion window uses the same type 
of framework, and is draped in blue and 
white cloth with a nautical pattern. Streamet 
reads “If you are going away” and_ the 
poster states “your make-up and hair are 
most important. Special make-up to. suit 
your coloring and a hair style just tor you.” 
Flat cut-out and painted blue palm trees 
are shown behind a little poster tent striped 
in chartreuse and white 
Mannequin Repair Firm 
Opens Offices 

B. & A. Mannequin Repair Company has 
opened headquarters at 137 West 22nd street, 
ot, New York City, with Alexander Axelrod 
ks and Leopold Benanides as associate partners 
d- to do general mannequin repair work 
at ; 
- Mitchell Adds 
nd Edwin Nickel 
ter Formerly with Hygrade Sylvania Corpo 
nt ration, Edwin A. Nickel has been named 
advertising and sales promotion manager ot 
red the Mitchell Manufacturing Company, Chi 
ne cago. The firm makes lighting fixtures 
ith many of them with a display application. 
ke. to the store’s remodeling sale with a cartoon 
a : presentation featuring wooden saw-horses, 
whe rough hewn planks, shavings and sawdust 
1as topped by an amusing figure of a little man 
ai with a wheelbarrow. “Huge Remodeling 
rm Sale in the Subway Store” rgads a_full- 
we length poster at the rear, half revealed by a 
“a rolled down cover leaflet. Shirts and ties 
ri * are spotted throughout the display, which is 
6 : shown, 
* Four stars go to Helena Rubinstein this 
af month for her ingenious cosmetic presenta- 
tions designed to “get her woman” going or 
coming. In the first set (not illustrated) a 
tes triangular stage has been formed by un- 
wad painted wood frames angling out toward 
\ the glass and draped with stick-candy cloth. 
a \ streamer suggests “If you are staying at 
7 ' i e” and a poster set up within the right 
ee ; hand frame continues “your skin and figure 
ee | require special attention. Let us advise the 
ba t ot treatment you require. Overcome 
n 4 winter feeling.” For atmosphere there 
‘ q rococo posteresque chair and a replica 
: : old-fashioned “Home Sweet Home” 
4 i ] te dangling from the top of the wood 
at left. 
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Controlled Window Lighting 


By EDISON A. PRICE, Vice-President* 


Display Stage Lighting Co., Inc., New York City 


realize clearly that display has 
art, and lighting a 
Display, liberated 


Today we 
become a revolutionary 
revolutionary science. 
from convention by a wealth of new ideas, 
new forms, new materials, and new psycho- 
logies, is recognized as an advertising tool 
of the utmost 
make the most of the new 


must employ the newest 


power and importance. To 
possibilities of 
display we devel- 
opments and techniques of lighting. 

Good display lighting serves a number of 
purposes and accomplishes a number of re- 
sults, yet its basic principles are simple. 
Windows should first attract attention, then 
merchandise; lighting must do the 
Windows are no longer crowded full 


fl | ded 


display 
same 
of merchandise, nor should they be 


full of light. In either case the result is 
flat. 

In any good window display there are one 
or more centers of attention. A window 


has a theme, suggested by the merchandise, 
the showcard, elaborated and 
treatment in the 
flexible, 


explained by 
fancified by decorative 
background and_ elsewhere. By 
controlled lighting, the centers of attention 
are emphasized, the merchandise is made to 
stand out dramatically with form and texture 
clearly revealed, and the background be- 
comes more attractive and colorful. 

This flexible, controlled 
obtained by use of the modern spotlight with 
The principle of this form of 
opposite to “flat” illu- 


lighting is best 


Fresnel lens. 
lighting is exactly 
mination in which merchandise loses its in- 
dividuality and becomes anonymous. 
The spotlight makes it possible to project 
Address delivered at the spring Style and Mer 


chandising Clinic, sponsored by the Retail Men’s 


Wear Council of New York, Hotel Waldorf-Astoria. 


a powertul, concentrated beam of light upon 
each object or center of interest in the win- 
dow. Natural lighting is principally from 
overhead, and this determines the location of 
light sources in the window as in the theatre. 
In an average size window it 1s customary 
to use from two to six 500-watt Fresnel 
spotlights for the basic lighting. 

The normal location of these spotlights is 
overhead, concealed when necessary behind 
a suitable valance. The most satisfactory 
means of mounting the spotlights is to at- 
tach a rod from one end of the window to 
the other behind the valance and to hang 
the spotlights upon this rod with “C” clamps. 











This makes it possible to move the spotlights 
quickly and easily to any position on the 
rod, and to project beams of light upon the 
merchandise from any desired direction. 
Each spotlight may be focused by a simple 
adjustment to project a spot of any required 
size, colored at will by a glass filter. This 
constitutes the equipment for 
trolled window lighting. 

Where conditions permit it is often desir- 
able to supplement this basic equipment in 
Spotlights can be concealed 


basic con- 


various ways. 
on one or both sides of the window, or in a 
“footlight” trough, to furnish additional ac- 
cent and shadow control. One or two 
powerful spotlights or beam projectors can 
be mounted on or recessed in the ceiling to 
project light straight down, bathing the cen 
ter of the display in a pool of light and leav- 
ing the rest of the window in darkness to 
create an unusually dramatic effect.  Inde- 
pendent equipment for background toning 
may consist of striplights with colored glass 
or gelatine filters, mounted on the ceiling or 
recessed in the floor near the background, or 
standing vertically on either side concealed 
by columns or other structural members. 

h 


The exact type, power, and location of the 


equipment is governed by many factors 1n- 
cluding the size and proportion of the win- 
dow, the form of merchandise to be shown, 
the number of mannequins that will be used 


[Continued on page 39] 


—Upper right, controlled lighting unifies three 
centers of interest; equipment, two overhead 
1,500-watt beam projectors. Center, a 
simple display of 'Drama-at-home Fashions;' 
equipment, overhead Fresnel spotlights. 

Left, an idyllic impression of moonlight for 
"Fashions for Nassau; equipment, spotlights 
from overhead and one side... . All displays 
by Louis Villela, B. Altman & Co., New York 

City— 
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Mexico Inspires Colors 
For Vandever Promotion 


South of the border, down in picturesque, 
romantic Mexico where the fiesta has been 
elevated from an incident to a national pas- 
well-known | stylist, Greenclay, 
inspiration to 
Calitornia 


time, the 
journeyed for 
“Calijeune’—young 


color create 
his famous 
fashions. 

These fashions consist of a sales promo- 
tion collection of apparel with a color-coor- 
dination theme—thus making every woman 
interested in them a potential buyer of not 
cne, but six or seven garments with the cor- 
responding accessories. 

When the 
special promotion came up, we decided that 
the window cards could be of great help in 
putting across the idea. Each show card 
was to be done in gay colors, with the treat- 
ment to be more on the lines of a painting 
rather than that followed for the usual card. 
\s actually worked out, the sparkling colors 
of the posters did much to dramatize the 


question of display for this 





the Lair 





here | 


who 


e pws. 
Jai ala 3 

that rivals | 
our base 


introduces t 


By RICHARD A. STAINES 
Vandever Dry Goods Company, Tulsa 


romantic tones of the merchandise. A com- 
plete sell-out of the apparel resulted, with 
considerable credit being given the display 
of which these posters were a part. 

The cards were all hand-painted in our 
studio in water color, the colors representing 
the theme by the name of the 
The six colors thus dramatized were 


suggested 
shade. 
royal, 
blue, and 


“Toros” red, “Charros” 
“Jarabe” beige, “Caballitos” 
“Jai-a-lai” green. As seen in the illustra- 
tion, something of the meaning and history 
of each name was given in black lettering 


“Reina rose, 


on the cards, as for example: “Reina Rose 
‘Queen’—aspiration to this position of honor 
is in the heart of every well-born Mexican 
maiden—to reign as queen of all festivities 
throughout the entire celebration.” As sug- 
copy, the principal tone of 
the. feminine figure was a delicate rose, plus 
green, blues, beige, and black. 

From the photograph it is relatively easy 


gested by the 


~ Calijeune 
; ene) Cate’ ae 


THE ROMANCE OF TH 
ALIFORNIA FIESTA THEME 


We tock our Colorlnspira 


tram torr 
Vil Ud 




















he 


to see the romantic interpretations of t 
different subjects, but it is impossible to get 
a comprehensive idea of the delicate color 
treatment 


\ description of the colors in a typical card 


which made them so appealing 
may help complete the picture: 

On the poster bearing the heading “Cali 
jeune” all lettering was in black on white 
stock. The mission building was in a shade 


of terra cotta on a base of dark brown 
The flowers combined shades Ol red, green, 


beige, brown, and yellow. 


The merchandise was shown in our big 
island window in a simple setting suggestive 
of a southern resort. The cards, however, 
were the number one selling aid 

The card department is under the super 
vision of Mrs. Staines, who, besides writing 
copy for window and interior cards, also co 
ordinates merchandise for displays and acts 
as first assistant in the actual window work 
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Salespecple Blus Display== 
¢.000 Interior Changes 


Gentlemen—and, in these days of so much 
sharper, brighter, better-selling 
displays, I must say “ladies,” too, because 


smarter, 


they're responsible for much of display’s re- 
cent progress—my position on this panel is 
not an enviable one. I’m the thorn among 
the roses—the “money changer” in the tem- 
ple—a publicity director among displaymen! 

I'm the fellow that’s responsible in part 
for the budgetary headaches of most of our 
audience—and that’s why I’m here with my 
comparatively simple, and perhaps not new, 
message. Like most publicity directors, my 
sympathies and my inclinations are all on 
the side of the displayman. 

We have a fine, although small, display 
department, headed by one of the nicest and 
most capable display experts it has been my 
pleasure to meet — “Charley” — (Charles 
Lenhart.) We're a “house divided,” as are 
many display departments today—and all for 
the good, I'd say. One assistant is in charge 
of windows and exteriors—the other is re- 
sponsible for all interiors, exhibitions in and 
out of the store, etc. We have two staff 
artists—young women (the kind I gave 
credit a moment ago for much of display's 
progress), several “trimmers,” a carpenter, 
a painter, a porter—and a budget! 
people in all, to make an average of three 


Eleven 


changes every two weeks in seventeen win 
dows and cases—to handle probably more 
exhibits at fairs and home shows and food 
shows, and the like than most stores do 
and to make 6,000 interior changes a year 
about 120 changes a week! 

No, we're not miracle workers! We're not 
Mr. Mystic or Mandrake the Magician, to be 


“Address before the National Retail Dry Goods 
Association convention, New York City 


By B. LEWIS POSEN, Publicity Director* 
Hochschild, Kohn & Co., Baltimore 


able to wave a hand and weave a display. 
We merely have an auxiliary staff of 600 to 
1,000 display people to draw from! 

I know you and the Federal Trade Com- 
mission will excuse the slight exaggeration 
I've just committed. That's+just a publicity 
man’s mechanism to dramatize a fact—a 
real, workable idea. Actually, we use some 
of the best tools any display department has 

and few use to advantage, if at all. I 
mean our selling staff, our training depart- 
ment, our fashion copywriter (we have no 
stylist as such) our department managers, 
our merchandise men, and our shopper. 


Enough build-up now—here’s how it 
works. Once a year we have a series of 
display classes. A person from each selling 
department is selected to attend these classes 
—and the training director does the select- 
ing. Our well-liked Miss Hincks chooses 
her display trainees so that the store gets 
the benefit of 

1. The salespeople who are most likely to 
profit by display training; and 

2. The eventual rotation in training of 
the “regulars” in various departments. 
Over a period of years, this means that a 
great many salespeople will have had _ this 








training to help themselves and the store. 
Our trainees are allowed sufficient time 
off from their regular duties to attend the 
They are taught the 
proper use of color. The fundamentals of 
design are made as clear as possible to them. 
Arrangement and its principles and uses are 
presented in a concise and practical manner. 
The time of year and the considerations in- 


once-a-week classes. 


volved in special promotions are elucidated 
and discussed. The 
proper coordination of merchandise and its 
accessories is stressed—you'd be surprised 
at the number of people in our business who 
don't even dream that all these points must 


importance of the 


[Continued on page 38] 


—Not all display directors can find sufficient 
time to insure interior settings as effective as 
these two by Edward J. Perrault, Jr., The Fash- 
ion, Houston. . . . A solution to this difficulty 
has been worked out at Hochschild, Kohn & 
Co., and in the accompanying article Lewis 
Posen explains its working in detail— 
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Your presentation of American styles and 


American-made merchandise calls for promo- 
tional highlights, not only for one season, but 
for every season of the year. 

Stylized and dramatized drums, cadet hats 
and giant batons are among the many ideas in 
the Adler-Jones line of Americana. and our 
“Seamless 102” (8% foot wide background 


Paper) is now available in red, white and blue 
tographs Courtesy, Manhattan Shirt Co. and Carson, Pirie, Scott & Co 


* * a af 
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stripes, in star design and other patterns in 18 
foot rolls. 

If you have not seen our new line of eye- 
catching ideas for Americana displays, write for 
The Adler-Jones Co., 521 S. 


full particulars. 


Wabash Avenue. Chicago. 
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OUR TWENTY-FIFTH YEAR IN DISPLAY 
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Display Merchandising ... 





By De SAULT ATTIRE > AU 








—Here is another excellent post treatment 
suited for spring openings. White picket 
fence terminates in bird houses, as shown, and 
serves as a foundation on which to arrange 
vines of artificial spring flowers. The post is 
encased with a box base on the surface of 
which can be lettered any desired wording— 
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—We suggest here a post decoration de- 
signed to bring a feeling of spring to the 
store interior. From a box fastened on the 
post, extend spike-shaped leaves cut from 
wall board and painted green. From the 
center of these leaves a graceful flower stem 
extends over the aisle. Suspended from the 
stem are flower shapes, cut from wall board, 
on which the letters of the word "spring" 
appear. A bamboo pole, painted green, 
makes a good stem— 











—This design pictures a 
clever promotional idea for 
spring wash frocks. A mam- 
moth garment hanger is | 
cut from wall board or fir 
ply wood of a size to fit 
the top of your garment 
racks. When used through- 
out the department the 
effect is particularly good— 

















—This is a decorative fixture for the display of 
sweaters or blouses on top of an aisle table or 
on a table in the ready-to-wear department. A 
circular platform is covered with a circular canopy 
and provides a place for the display of the mer- 
chandise on bust forms. Gas pipe racks are 
fastened at both end spaces as pictured. The 
canopy top has a sign that can b2 s2en from 
quite a distance, while concealed lights can be 
usod for still better illumination of the merchan- 
dise— 
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For sheer grace and style, Rubberlite mannequins, men, women, kiddies, 
and even baby, are beyond comparison! In addition — their wholly 
natural postures are another outstanding characteristic of EVERY Durable 
Display! These advantages would be as naught were it not for the fact 
that Durable Mannequins, cast in genuine Rubberlite, have proven 
themselves trouble-proof—they won't warp, crack or shrink, and temper- 
ature extremes don't mean a thing to these long-lived mannequins! 

Write for photographs and full details, or ask to have one of our 






representatives call. 


DURABLE DISPLAYS, INC. (gcse: 


40 < 


CHICAGO: 2010-2018 S. Halsted St. NEW YORK: 4 W. 37th St. inst preane 








Originally known as “Eastre” and denot- 
ing a feast in honor of a pagan goddess of 
light and spring, the significance of Easter 
has gradually been extended until the re- 
ligious celebration also marks one of the 
high spots of the year from a style and mer- 
chandising standpoint. The date of the 
event this year is April 13, which means that 
there are two months ahead in which to pre- 
pare those plans for special promotion dis- 
plays. The Easter gift idea should not be 
neglected, by the way, as it is yearly becom- 
ing more popular with the public. But on 
the whole, it is the thought of new apparel 

both for men and women—which lends it- 
self to the best promotion at this season. 
Many stores like to use at least one institu- 
tional display symbolizing the religious spirit 
of the occasion. 

Joseph F. Bronsing, Bry-Block Mercantile 
Company, Memphis, created the display seen 
at the upper left. 
lilies were the decoratives. In the back- 
ground, behind a= cut-out grille, stood a 


Easter lilies and calla 


group of choir boys spotlighted from above. 


DISPLAY WORLD 


The Easter Parade 


Organ pipes of white were in striking con- 
trast to the dark velvet backdrop. 

At the lower left is a stately treatment 
by Hammond Organ Studios, New York 
City. Three actual stained glass windows, 
depicting the resurrection, were used in a 
Gothic arch setting. The background simu- 
lated the interior of a cathedral and can- 
delabra, Easter lilies, and a Hammond or- 
gan carried out the theme. 

William T. Munford, Thalhimers, Rich- 
mond, created the display seen at the upper 
right. The three mannequins are surrounded 
by lilies. The figures do not wear actual 
dresses; instead, piece goods was draped on 
the mannequins by the Thalhimer display de- 


—A variety of ideas for your own particular 

"Easter Parade" of display windows is pic- 

tured here—ranging from those with a modest 

touch of Easter to one window in which the 

religious atmosphere clearly dominates. Other 

Easter ideas will be found elsewhere in this 
issue— 
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partment—reminiscent of display practice of 


a few decades ago. 

Richard A. Staines, Vandever Dry Gooils 
Company, Tulsa, did the display at the low 
right—a_ light, airy treatment  featuri 
Easter footwear. 


Indiana Apparel Club Convention 
Includes Display Program 
More than one hundred men’s apparel 

tailers, meeting February 9 in Indianapolis 
for a convention of the Indiana Apparel Clu! 
were present at that portion of the program 
devoted to display. Under the chairmanshiy 
of Ray C. Miller, National Decorators Sup- 
ply Company, Indianapolis, the meeting was 
addressed by Larry Bonham, district repre- 
sentative of the Sherwin-Williams Company, 
Cleveland, and R. C. Kash, editor, DISPLAY 
WORLD. Bonham gave the retailers a 
number of valuable pointers on color selec- 
tion for display uses, while Kash spoke on 
“Increasing the Sale of Men's Apparel 
Through Display.” 
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CREATORS AND DESIGNERS OF 


HOLLYWOOD MANNEQUINS 


Never in our ten years of service to the dis- 
criminating buyer of mannequins have we 
been quite so thrilled as at the new glamorous 

. exciting .. . and utterly different versions 
of the Hollywood Mannequin. And with rea- 
son, for these Zeppen-Field creations have 
the lovely perfection of custom-built figures 

. with the styling and execution for which 
Zeppen-Field has been known for a decade. 
Each figure is superbly designed to display 


apparel at its very best. 


All figures are obtainable in either flexible or 
rigid construction. Other features include re 
movable and interchangeable Real Hair and 
Horsehair Wigs . . . either ventilated or non- 
ventilated . . . and new interchangeable arms 
which make possible a vast variety of ar- 


rangements. 


Hollywood Mannequins include Ladies, Men, 
Junior Misses, Prep Boys, Children . . . and 
make a note now to ask about the marvelous 
new Zeppen-Field line of plastic display fur- 
niture that complements and heightens the 
dramatic effectiveness of these truly out- 


standing mannequins. 


Write or Wire For Further Information or Photos 


CHICAGO SHOWROOM 
Midwestern States 
Representative 


JACK CAMERON 


209 So. State St. 
Chicago, Illinois 


Production Studios & Showroom 


W. M. ZEPPEN-FIELD STUDIOS 


1057 NORTH LA BREA AVE. 
HOLLYWOOD, CALIFORNIA 


W. M. ZEPPEN-FIELD STUDIOS 
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sis Window te bony Dressed by 


THREE FEATHERS 


ere And There 


London displaymen have found it neces- 
sary to work out many ways of overcoming 
the handicaps of bomb blasts which shatter 
windows. Boarding up windows destroyed 
by explosions has been the practice among 
smaller stores, usually leaving a small win 
dow area in the boarded-up space. An ex 
ample is pictured at the upper left. The 
copy on the poster reflects something of the 
effect of war on British life: “Black-out 
time is Osram (the wonderful lamp) time. 

Perfect black-out and you can 
Osram brighten your 


yout 

safely use lamps to 

home. Low lighting means low spirits. 
Light up and smile with Osram.” 

\t the upper center is a view of one of the 
windows at Selfridge’s, London, showing 
how the larger English stores are replacing 
big plate-glass areas with smaller sections. 
Many windows 


shattering 


devices designed to prevent 
blast have been tried out, 
but none is completely satisfactory. 

\t the upper right is a display by Olde- 
Distillers, catering to the “sidewalk 
superintendents.” On the theory that there 


from 


tvme 


is something about peeping through a_ hole 
in a fence that brings back nostalgic mem- 
ories of boyhood, Oldetyme places a fence 
generously sprinkled with knot-holes before 
restaurants being prepared 
display. 
wallboard 


the windows of 
for a “Three Feathers” 

Two pairs of 
manipulate the puppets in the display by A. 
J. Roeder, William H. Block Company, In- 
The 


figures and the 


gigantic hands 


dianapolis. marionettes are full size 
spring-like atmosphere 1s 


complete even to gamboling lambs — sus- 
pended in mid air by the strings leading to 
background 


stage ... and 


the puppet-sticks. <A message 
says: “The World's 
Fashion pulls the strings.” 

Bond Clothing Company 


your 


recently opened 


up a mammoth new store on Times Square, 


Each department is identi- 
fied by “Crystalite” signs (Colorvision Ads, 
Inc., New York City) as pictured. The let- 
ters are mounted on individual metal sec- 
tions. The photograph shows the three-way 
use of the store’s fluorescent lighting—illu- 
minating the merchandise, lighting the let- 


New York City. 


ters, and providing indirect illumination 
around the walls of the store. “Crystalite” 
is a product of Rohm & Haas Company, 
Philadelphia. 

George Fuda, Cotrell & Leonard, Albany, 
created the interesting props shown in the 
photograph at the lower right, with giant 
bees buzzing about large 
flowers as the main theme. 
(one of a series): “I modeled 
an assistant did the 


proportionately 
Fuda says of 
this display 
the bee myself and 
casting. We used pipe cleaners for legs and 
screening for wings. As they were yellow- 
jackets, vellow and black were their pre- 
dominating colors. Being hollow and quite 
light, they 
piano wire. 


were easily suspended by fine 
The flowers and leaves are of 
Stems are of green rub- 
ber hosing. A background-paper cloud 
floats above, while grass carpeting is on the 
floor. A lime-green island spots out my 
smaller merchandise. The flowers themselves 
a cut-out disc of wall board, with 
wire garden fencing surrounding the area. 
thus putting the stylized flowers in a ‘bed.’” 


sprayed screening. 


stand on 
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Now you get the costly effects of 
LEATHER > WOOD - METAL: CLOTH 


at PAPER PRICES! 


Yes—the costliest, most luxurious looking back- 
grounds and displays can now cost you a fraction 
of the usual prices! Thanks to the wonderful new 
creations by CLOPAY. Big, wide rolls—tough, flex- 
ible, easy to work with! As low as $1.50 per 25-ft. 
roll! Rich, washable finishes—embossed leather ef- 
fects, authentic wood grains, metallics, moire pat- 
terns! Sensational values in display papers that 
give you amazing wear and beauty! 


Right—Knotty Pine, one of three handsome new wood- 
grains, available in 2 colors and 2 finishes. 
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LEATHER EMBOSSED — STAIN -PROOF — WASHABLE — FADE-RESISTANT 


“48 INCH WIDE 
On  20LLS.. 750 FEET 


CLOPAY CORPORATION. _ : ; 
MA iL 1200 Clopay Square, Cincinnati, Ohio 
Gentlemen: Send me all three sample books showing Coveray and 


other display papers by CLoPay. 
COUPON 


FOR FREE 
SAMPLE 
BOOKS 


Ask about the JUMBO ROLLS. 
CLopay CORPORATION, 1200 Clopay Square Cincinnati, Ohio 750 feet long... they save you 20%. 
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i. A. bD. M. News 


Last month’s issue 


Well, here’s a break! 


of DISPLAY WORLD contained a small 
announcement that William C. Cahill, dis- 
play manager of Goldblatt’s State street 


store, Chicago, had been appointed and ac- 
cepted the office of convention director of 
the 1941 International Association of Dis- 
play Men convention to be held in Chicago, 
June 23-26, inclusive. I want to say at this 
time that national headquarters considers 
both the I. A. D. M. and the Chicago Display 
Sales Promotion Club very fortunate in hav- 
ing Cahill holding down this extremely im- 
portant position. 

To those who do not know Bill Cahill, let 





—William Cahill— 


me say that he is a clean-cut and 
keenly intelligent young man. His appear- 
ance, which conveys the first impression, is 
greatly in his favor. He has a well-devel- 
oped sense of humor and is exceptionally 
popular. The Chicago Display Sales Pro- 
motion Club will be behind him 100 per cent. 
His experience in the display field is inter- 
esting. He has just recently joined the Gold- 
blatt organization. For ten years he was 
connected with the Sears Roebuck & Co. 
retail stores. For the past three years, 
before moving just across the street to Gold- 
blatt’s, he was display manager for Sear’s 
State street store. Therefore, it is obvious 
that his new employer knew from close 
competition just what Bill’s ability as a dis- 
play manager amounted to. As a man’s 
knowledge and experience is often marked 
by the men with whom he is associated, it 
will be well to remember that Cahill had four 
years as assistant to our incomparable E. J. 
“Jim” Berg and two years under L. S. Janes 
at the Hartman Furniture Company. He 
has a reputation for finishing what he starts 
and has earned this through a great deal of 
splendid work on the Chicago display club 
committees. They tell me that Bill is quite 
a golfer and that even though he has not 
attained the heights of his ambition, which 
is to be able to defeat John Courtney (the 
golf champ in Chicago display circles), he 
will never stop trying. Cahill seems to have 
a keen analytical slant on display and ap- 
pears to know the answers in conferences 
where executive opinions are expressed. 


very 


By JOHN L. KING, Managing Director 
Washington 


Ladies note: Bill is unmarried and 35 years 


ot age. 


The Chicago Display Sales Promotion 
Club is formulating some great plans for 





—John L. King— 


things to be seen in June by those attending 
the convention, including twenty or more 
displays in semi-miniature form prepared by 
the best designers throughout the country. 
Exhibitors will be encouraged to spare no 
efforts in making their exhibits outstanding 
and an inspiration to all who attend. A 
number of splendid speakers have already 
been selected and a number of interesting 
demonstrations are being planned. The pro- 
gram committee avers that it will provide 
in each session a diversity of subjects pre- 
sented in a short time that will still con- 
tain more worthwhile matter than has ever 
before been presented. This can be done 
by a very careful selection of speakers and 
rehearsals on demonstrations, thus eliminat- 
ing any unusual delays. Cahill will be as- 
sisted in his work by such well-known Chi- 
cago display personalities as Carl Haecker, 
George Hermanson, Bob Johnson, J. Duncan 
Williams, Perry Smith, Carl Gestrine, Del 
Le Sage, R. R. Jericho, Harold Wilson, John 
Pollari, Paul Wertz, Howard Oehler, and 
others. We won't forget, of course, our old 
friend L. J. Dwiggins, who is roving re- 
porter of the Chicago club’s “Display Sales 
Promotion News’—a monthly bulletin; he 
is on the job and holds an invaluable 
amount of respect in the display field by his 
manner of publicity presentation. 

The I. A. D. M. today seems to be con- 
stantly publishing financial reports to its 
board of directors. Following the very en- 
couraging report as of last July 1, which 
was sent to the entire membership and pub- 
lished in DISPLAY WORLD, the distin- 
guished firm of G. P. Graham & Co., certi- 
fied public accountants, Washington, D. C., 
just finished an audit covering the I. A. 
D. M. records up to October 1. A copy of 
this audit has been sent to each member of 
the board of directors and a majority of 
approvals has been received. 

The headquarter’s office has been 
busy for the past few months. We 


very 
have 


been working diligently in an effort to cl ir 
up all outstanding work before commence 
the sale of exhibit space for the 1941 c¢ 
vention. One of the major jobs along t 
line has been a revision of the constitut 
and by-laws of the I, A. D. M. in order to 
bring them up-to-date, and we have been 
assisted greatly on legal matters in this 
respect by George G. Silvestri, Silvestri Art 
Manufacturing Company, Chicago, who has 
been kind enough to devote a great deal of 
his time in this matter. 


= OG 


77 


I have recently been in touch with one of 
the “old school” who is doing a big job 
for the local display club in Cleveland 
through a small booklet known as “Display 
Topics.” “Display Topics” was so inspiring 
as a club bulletin that I wrote for twenty 
more copies so that I could distribute them 
to other local clubs. The I. A. D. M. was 
not charged for these copies and they were 
sent to headquarters promptly along with 
the application for membership of Clayton 
H. Fadem, who is responsible tor “Display 
Through the mail, I have been 
delighted to make the acquaintance of 
Fadem and have been greatly impressed 
with the enthusiasm and ability with which 
he writes on the field of display. One of 
the first letters from Fadem told me that 
he was one of the hundreds of dissatisfied 
members of the old I. A. D. M., but I am 
happy to say that Fadem has approved of 
our recent activities, as you can see by his 
applying for membership again. I found, 
after a little research, that Fadem organ- 
ized the Cleveland Display Club and for four 
vears handled the secretarial and publicity 
end of it. He was also helpful in forming 
a number of Ohio display clubs. In 1923 he 
was very instrumental in conducting the af- 
fairs of the I. A. D. M. convention and put- 
ting into execution a tremendous publicity 
campaign in connection therewith. He has 
an attendance record of sixteen conventions 
and only missed the last convention because 
his business connections deprived him of 
display activities. Enthused over the new 
conduct of business at the Detroit convention 
and with the persuasion of Ed Osterland, 
president of the Cleveland Display Club, his 
return as publicity director has placed the 
Cleveland club in an enviable position. From 
the editorials printed in “Display Topics,” 
Fadem’s desire is openly set forth—not to 
destroy but to build; not to disrupt but to 
improve. Thus far his appeals to the sev- 
eral elements of the display profession to 
get together on a broad common basis for 
cooperation in dealing with all problems 
that concern our organization as a whole 
have met with constructive results, and pre- 
sent reports indicate that Fadem’s efforts 
will achieve greater good than ever has been 
secured toward cooperation in years. A 
change is on the way. The pace is faster. 
Progress waits for no one. He again 1s a 
member of the I. A. D. M. which I am sure 
means that his efforts will be greatly felt 
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The HIT of the 41 
Display Season 


Carry out the tropical theme with Bam- 
boo (No. BB). 
degree of realism with new processes of 
embossing and coloring to accentuate 
contour and depth. 
South Shop" as Valance, Awning, Fence 


Roll size 53 inches wide by 20 feet long. 


Keep pace with style — Use the 
new fashion shades for Spring in 


BULKTON-SEAMLESS 


HAITI VIOLET (B 25) 
CANYON BLUE (B 29) 
RICO SAND (B 30) 


Write for Color Chart 


See Your Local Supplier or 


BULKLEY, DUNTON & CO. 


Display Papers Division 


MAIN OFFICE—295 Madison Ave., N. Y. C. 
CHICAGO OFFICE—217 West Ontario St. 


nN 
ond 


Achieves the highest 


For your "Going 





Design Data For Window Lighting 
Given By G. E. Brochure 

The engineering department of General 
Electric Company, Nela Park, Cleveland, has 
just issued an informative and _ valuable 
brochure entitled “Design Data for Show 
Window Lighting,” by W. J. Eby, covering 
in detail a number of points of interest. In- 
cluded is the new method for predetermining 
the illumination on the merchandise from 
different types of general lighting systems— 
certainly an asset in accurate design. An- 
other feature is the step-chart of illumi- 
nation requirements, graphicalfy indicating 
the foot-candle values that are accepted as 
good practice. There are also charts show- 
ing the illumination values and beam spreads 
which would be obtained by the use of pro- 
jector and reflector lamps for spotlighting 
and floodlighting purposes. Sketches of 
typical equipment available and a_ basic 
lighting layout are also given. Copies are 
available on request. 


Cash Awards Offered 
In Belt Contest 

Knothe Brothers Company, 24 West 40th 
Stree’, New York City, is offering a total of 


$1.00 in cash prizes in connection with a 
dis] contest featuring the firm’s “Ex- 
Pans belts. Entries must be made by 
phot. craphs at least 8 by 10 inches in size, 
In or more of three different classifica- 
tior These divisions are: (1) displays 


base m a fashion tie-up for the belts; 


(2) displays featuring the hidden spring con- 
struction of the belt; (3) windows featuring 
the most original methods of display. 

Prizes in each classification range 
$150, $75, $50, and $25 for the first 
places to three honorable mentions of $10 
each. In addition, the winners of first place 
for the three divisions will be judged for 
“best display of all,” for which an addi- 
tional $100 will be awarded. All contestants 
who are not awarded prizes will receive $5. 
The requires at least one week's 
showing of the merchandise 
period of March 1-May l. Complete details 
obtained from the given 


from 
four 


contest 
during the 
can be address 
above. 


Warren Gallegher 
Joins Bulkley 


Formerly with Display Accessories, War- 
ren Gallegher has become affiliated with the 
display division of Bulkley, Dunton & Co., 
205 Madison avenue, New York City, under 
John Wilson. 

Miss Joan Gilbert is now in charge ot 
Display Accessories, which has moved to 460 
West 34th street, New York City. 


Roy Stewart Wins 
|. A. D. M. Trophy 

J. R. Stewart, Barker Brothers, Los An- 
geles, has been awarded the International 
Association of Display Men trophy for a 
display installed in connection with National 


Retail Demonstration week, 
the National Retail Dry Goods Association. 
The open to all displaymen, 
whether members of the I. A. D. M. or not. 


Stewart's victory made the second consecu 


sponsored bv 


contest was 


tive year the trophy has been won by an 
I. A. D. M. member, Ray W. Parks, Leavitt 
Stores, Inc., Manchester, N. H., and first 
vice-president of the carrying 
off the honor last year. 


association, 


Plastic Diffusing Strips 
For Fluorescent Lighting 

A new development in connection with 
fluorescent lighting has been perfected by The 
Edwin F. Guth Company, 2615 Washington 
avenue, St. Louis. Called “P-F-C” plastic 
diffusing strips, the strips snap on fluores- 
cent lamps and are said to be the “ultimate 
in refinement” for any fluorescent lighting 
installation where 14-inch lamps are used 
fixtures. The diffusion strips 
are furnished in 12- and 24-inch lengths. 
They are richly grained and trimmed with 
decorative fluting and are available in white, 
pink, or yellow. 


in open type 


William Price Leaves 
On Extensive Trip 

William Price, RIP Studio, 141 West 40th 
street, New York City, is now on a lengthy 
trip which will include key cities en route 
to the West coast, down the coast, and re- 
turn through the South. 








SHOW CARDS, SIGNS, AND PRICE 
TICKETS. An attractive display without a 
sign to tell the price or to give some ex- 
planation of the merchandise shown would 
not be complete and therefore would lose 
its point. Through the show card the dis- 
play speaks, calling the attention of the 
public to the strong selling features of the 
merchandise and giving definite information 
about it. The show card is sometimes called 
the silent salesman, for it solicits the pub- 
lic’s patronage without offensive persistence 
and urges it to buy without forcing its con- 
sent. 

It is best that the advertising department 
and the copy writer furnish the copy for the 
show cards; they are specialists in writing 
copy about merchandise and are better 
suited for this type of work. 

It is interesting to note that more than 
200 executives, engaged in retail store pro- 
motion, who were interviewed agreed 100 per 
with few exceptions—show cards 
I contend that 


cent that 
are almost universally bad! 
our store is one of the exceptions, because 
our advertising department has been writing 
the copy for our window cards for years. 

“xecutives are demanding more explana- 


tory copy on window cards, as well as on 
signs used on merchandise displayed in 
the store. To give you an example of what 
is meant, a sign simply saying “Dependable 
blankets at popular prices” misses the point 
The fact that the blanket is “all wool,” or 
that a certain percentage is wool should defi- 
nitely be mentioned. Selling points can and 
should be stressed, the size of the merchan- 
dise is very important, and the name of the 
manufacturer—if well known—should be in 
cluded in informative copy. 

Price tags in window displays have al- 
ways been an eye-sore to the writer, but in 
recent years I have been converted. I always 
felt that it was a good idea not to put 
price tickets on merchandise displayed, be- 
cause if a customer was attracted to an item 
in the window and was at all interested, she 
would come into the store and inquire about 
it. If the price was too much for her, a 
clever salesperson could sell her something 
nearer the price she wanted to pay. On the 
other hand, if the item in the display was 
priced and it was more than the customer 
could afford, she would probably just go 
on by without entering the.store. 

However, as I mentioned above, I have 
been converted; not because I agree 100 per 
cent with those who say price tickets are a 
“must” in the window, but because it has be- 
come a policy of our store to use price tags. 
And you will of course notice that most 
stores do use them, and there are many 
arguments why this should be so. 

Price tickets should not be too large. The 
size of the ticket should be governed by the 
merchandise with which it is going to be 
used. The rectangular-shaped ones are the 
most popular. Long, narrow tickets are 
used for men’s shoes and hats. Women’s 
shoe price tickets should be taller than they 
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Fiements Of Display 


By JOSEPH APOLINSKY 
Loveman, Joseph & Loeb, Birmingham 


are wide and should be pinned into the back 
of the shoe. One of our favorite tickets is a 
diamond-shaped one with the bottom cut off 
so it can be set on the floor. This is the type 
we always use with women’s ready-to-wear, 
putting them on the floor wherever possible 
so as not to detract from the apparel. 

In showing a group of different types of 
accessories, it makes a neat display to have 
a little larger price ticket on which to item- 
ize each article; this is better than to put 
an individual ticket on each piece of mer- 
chandise. 

The use of comparative prices is subjected 
to much discussion, for they can become 
very monotonous if used continually, and the 
confidence of the buying public is soon lost 
in the store using them to extremes. How- 
ever, where no exaggeration is made, an 
appeal to the bargain instinct seems a prac- 
tical and logical one to make. 

Featuring prices in a window without 
merchandise is often done, with signs ex- 
plaining the events. I have known of many 
large, store-wide promotions conducted by 
noted stores with large billboards filling the 
entire show window to call attention to the 
event—and with no merchandise displayed. 
Sometimes palms or other decoratives are 
used in addition to the billboards to lend a 
more intriguing atmosphere to the window. 

Colored cardboard and colored lettering 
can often be used effectively to carry out 
the general scheme of the window, but when 
in doubt always use white cardboard with 
black lettering, or vice versa. The following 
color combinations are listed in order of 
legibility : 

(1) Black on yellow. (2) Green on white. 
(3) Red on white. (4) Blue on white. 
(5) White on blue. (6) Black on white. 
(7) Yellow on black. (8) White on red. 
(9) White on green. (10) White on black. 
(11) Red on yellow. (12) Green on_ red. 
(13) Red on green. (14) Blue on red. 

The standard sizes of show cards are as 
follows: 

Full sheets, 22 by 28 inches. 

One-half sheets, 14 by 22 inches. 

One-quarter sheets, 11 by 14 inches. 

One-eighth sheets, 7 by 11 inches. 

One-sixteenth sheets, 54% by 7 inches. 

DRUG STORE DISPLAY. Most drug 
stores use mass displays in their windows. 
This practice is contrary to the opinion of 
experts on the question. It is not often one 
sees a display of an unusual nature in the 
corner drug store, and we seldom see anyone 
shop the displays tound in these windows. 
It seems that in this field they are unable 
to get away from the type of display they 
have used for such a long time. 

I have read where W. L. Stensgaard & 
Associates once tried to prove to Walgreen’s, 
I believe, that dramatized or unusually at- 
tractive displays in their show windows 
would cause more people to stop and look 
than their usual run of displays. Both types 
were put in, side by side, and the display 
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with a theme was shopped so much m 
than the other that there was no questi 
about which had the most selling power. 

Drug store displays need not be trimn 
any more heavily than department store win- 
dows. People would rather “see the tree, not 
the forest.” 

It is a common practice to use crepe paper 
in drug store displays. Other materials can 
be specially constructed, such as_ back- 
grounds with niches, indirectly lighted, made 
of inexpensive wall board that has been 
painted with water colors. These back- 
grounds can be attractively trimmed with 
silver moulding, which is quite inexpensive 
material, trimmed with all sorts of metal 
tapes, many of the display papers, and the 
like. 

It should be a common practice to make 
displays, whether they be drug store win- 
dows or any others, just as attractive as 
possible because this kind of display stops 
the pedestrian. A display which stops the 
passerby is performing its job. 

DEALER DISPLAY HELPS. These are 
handled either by the retailers themselves 
or by installation companies—the latter on 
a national, sectional, or local basis.  In- 
stallation companies not only look after the 
actual placing of displays in retail stores, 
but also supply data to manufacturers based 
on surveys regarding display locations, in- 
formation on the character of circulation, 
controlled coverage within a definite time 
limit, and make placement guarantees as to 
length of showing and store position. The 
installation companies receive their remuner- 
ation from the advertiser or manufacturer, 
in most cases the same. 

A counter display card test made in a cer- 
tain locality showed a gain of 22 per cent in 
sales during the week the display was on 
the counter. Immediately after its removal. 
sales dropped to their former level. 

The methods used for distributing dealer 
helps are divided into several classifications : 
(1) Through installation companies. (2) 
Through manufacturers’ salesmen. (3) 
Through jobbers’ salesmen. (4) Through 
service and checking organizations. (5) In 
response to requests through direct mail. 
(6) In response to requests obtained through 
trade paper advertisements. (7) Through 
distribution to selected retailers. (8) By 
being endorsed in merchandise shipments. 

Sending displays with merchandise orders 
furnishes the greatest opportunity for waste. 
Tabulations show in one case, where a man- 
ufacturer of grocery store items produced 
250,000 displays, that less than 1 per cent of 
them were used when distributed in this 
manner. One authority on dealer displays 
contends that if the average small dealer 
used every display piece sent him he would 
have no room in his store for shelves, stock, 
or customers. 

In next month’s article, the concluding one 
of this series of six, we will take up special 
displays for special events throughout the 
entire year. 














sti 
di 
Di 
the 
De 
tin 


ss | 


ple 
Co 
aw 
Co 
aw 
Se: 
cis 
Cle 

I 
Fre 
Cle 
Sat 
Cet 
Ely 
Cor 
liar 
La 
nec 
Shi 
lis; 
We 
Lot 
Sco 
a § 
ard 
Con 


Bos: 
San 
M 
Clul 
phot 
dios 
He 
offic 
D, | 
Gle; 
gta 
Del: 
of A 






pan 
Par 
Con 


















FEBRUARY, 1941 


James Tolle Now President 
Of Northern Indiana Club 


The annual election of officers of the 
Northern Indiana Association of Display 
Men was held at the Oliver hotel, South 
Bend, late in January. The following were 
elected to office: president, James Tolle, 
Wheelock’s; vice-president, Lorin Lavin- 
good, Worth’s; secretary and treasurer (re- 
elected), Harold A. Smith, Smith-Alsop 
Company. All are of South Bend. 

An interesting discussion on changing the 
name of the local association reached a 
climax when it was finally voted to change 





the name to Merchandise Presentation Club. | 
Due to many other trades using the word | 


“display” in some form, the members decided | 


upon the new title as better fitted for their 
profession. 

Plans for the eighth annual banquet were 
also discussed and committees for this an- 
nual deluxe affair are to be announced 
soon. William Cahill, Goldblatt’s State 
street store, Chicago, and 1941 convention 
director of the International Association of 


Display Men, was the featured speaker at | 


the February 10 meeting of the Indiana club. 
Details of his talk were not available at the 
time of going to press. 


“Lamiluxe’’ Contest 
Won By Squires 

First prize of $25 in the “Lamiluxe” dis- 
play contest sponsored by Rhinelander Paper 
Company, Rhinelander, Wis., has been 
awarded to A. L. Squires, Gebhart-Gushard 
Company, Decatur, Ill. Second and third 
awards of $15 and $10 went to Mark Florian, 


' 


Seagram Distillers Corporation, San Fran- | 
cisco, and C. C. Batson, Powers & Co., | 


Clarksdale, Miss., respectively. 


Five dollars each went to the following: 
Frederic W. Gill, Harvey G. Stief Company, 


Cleveland; Albert A. Gabbs, Kay Jewelers, 


San Diego; N. W. Gardner, Rockefeller | 


Center, Inc.,. New York City; Larry Hower, | 


Elysburg, Pa.; E. Paul Hale, Sessel Stores | 


Company, Alton, Ill.; M. H. Luber, The Kil- 
lian Company, Cedar Rapids; Earl Schube, 
La Mode, Inc., Cincinnati; W. E. Long- 
necker, Bon Marche, Canton, Ohio; Gordon 
Shumaker, Snyder Drug Stores, Minneapo- 
lis; J. C. Roberts, Transcontinental and 
Western Air, Inc., Kansas City; Louis 
Louzon, Huntington Park, Calif.; John 
Scott, Swern & Co., Trenton; C. R. Walker, 
S. S. Kresge Company, Kansas City; How- 
ard E. Martin, Empire District Electric 
Company, Joplin, Mo. 


Boston Club Elects 
Samuel Branz 

Members of the Boston Display Men's 
Club, meeting at the New England Tele- 
phone & Telegraph Company's display stu- 
dios in January, elected Samuel Branz, Wm. 
Filene’s Sons Company, to the presidency. 
He will be assisted by the following staff of 


officers: vice-president, Dominic De Palma, 
D. De Palma & Co.; secretary, Edward J. 
Gleason, New England Telephone & Tele- 
grap’) Company; treasurer, Walter J. Kelley, 
Del; 's. The board of trustees is made up 
of Arthur Haunigan, J. B. Sutherland Com- 
Pat John McCarthy, Brown-Durrell Com- 


Pat ind Jack Goldsmith, Jack Goldsmith 
Con nv. 
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at this “ALL STAR” lineup of the 
countrys leading designers and 
manufacturers of display equipment 


CARSON PIRIE SCOTT & CO. 


DISPLAY DEPARTMENT 


Presents 


* ACE PAPER CO.* 


A complete line of the newest and most 
striking Display Papers and ideas. 


* DARLING DISPLAYS* 


The season's smartest display creations by 
Maxwell and Larson, in Metal, Plastics, 
Papier-Mache and Composition. 


* GREGGORY'S FLEXIT* 


Satinsheen finished Flexit panels create 
successful merchandising displays. 


* DURABLE MANNEQUINS IN GENUINE RUBBERLITE' 


For the discriminating merchant with whom 
style, quality and value are foremost. 


%* SELECT ART. FLOWER* 


The season’s most comprehensive array of 
window and interior decorations. 


Don't fail to see this star-studded review of all 
the new display creations for Spring in our 
show room on your next visit to Chicago. 
Our avenue of actual windows bring out the 
true smartness of these display headliners. 


* Write today for your free catalog. 


+ Photographs loaned on request. Please specify 
men, women, or children mannequins. 


CARSON PIRIE SCOTT & Co. 


366 WEST ADAMS STREET - CHICAGO 
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Big Expansion Move 
For Curtis Lighting 


Long known as one of the leading manu- 
facturers of display lighting equipment, Cur- 
tis Lighting, Inc., 1123 West Jackson boule- 
yard, Chicago, is planning a big expansion 
program for 1941. In April the firm will 


“move into its newly built, streamlined plant 


in the Clearing industrial district, Chicago, 
where from 30 to 50 per cent more badly 
needed production capacity will be avail- 
able. 

“X-Ray” reflectors, introduced by the com- 
pany’s founder in 1897, made it commercially 
possible and practical to harness light for 
specific seeing and display needs. From 
that time onward, Curtis has been a familiar 
name in the display field and other indus- 
tries. Curtis also operates a_ plant in 
Toronto, Canada. The English, French, and 
Belgian plants are no longer active, due to 
the war. In South America and Mexico, 
Curtis products are distributed through the 
International General Electric Company. 


$200 Offered 
In Contest 


S. H. Camp & Co., Jackson, Mich., is 
offering a total of $200 in cash awards for 
winning displays in a national contest fea- 
turing Camp scientific supports. The win- 
dows must appear during National Posture 
week—May 5-10—and must include a selec- 
tion of Camp supports. They must feature 
National Posture week, and judging will be 
done on how effectively entries dramatize 
the idea of better posture. Identical awards 
will be made in two divisions—for stores 
in cities under 100,000 and for stores in 
cities of 100,000 and over. First prize is 
$50, second, $30, and third, $20. Two offi- 
cers of the International Association of 
Display Men are on the judging committee : 
Joe B. McCann, S. Kann’s Sons, Washing- 
ton, president, and Ray W. Parks, Leavitt 
Stores Corporation, Manchester, N. H., vice- 
president. The third judge is Joe F. Chad- 
wick, Famous-Barr Company, St. Louis. 


Two Instructors Added 
To Traphagen Staff 


The Traphagen School of Fashion, New 
York City, has appointed Robert Buchanan 
to conduct that part of the cotirse dealing 
with drawing and color in relation to dis- 
play Buchanan is a graduate of Cooper 
Union, and is an artist of considerable 
merit. He worked for some time in dis- 
play in Albany, N. Y., department. stores, 
and has done free-lance display work in 


New York City. Another new instructor 
on the display staff, according to Elsa K. 
Noi instructor-in-charge, is R. Meisol, 
Who conducts a course in practical display 
construction work. 


Mannequin Repair Firm 
Opens In New York 


\rtlur Herz has formed a new firm at 107 
West 25th street, New York City, to spe- 
cial in the repair of display mannequins. 
He had extensive experience in the man- 


field as designer, manufacturer, and 
mit r work. 


| 
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IT’S THE 


CGulawt 


CUTOUT WORK THAT 


@ Attracts attention 
@ Dramatizes the selling message 
@ Pulls trade into the store 


Find out how little it costs to make sales 
compelling displays with the Cutawl— the 
high speed electric cutting machine which 
cuts all commonly used display materials of 
any size quickly, easily and economically. 


Ask about our easy payment plan which 
makes it possible for you to pay for your 
Cutawl as it earns for you. 


Mail the Coupon Today 


INTERNATIONAL REGISTER CO. 


13 S. Throop St., Chicago, Ill. 


INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Illinois. 


Without obligation please 
mail me: 


Cutawl catalogue 


Easy Payment Terms 


Company name 


State W 2-41 
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‘FIXTURE WITH REVOLVING SHELVES: 


May be used todisplay ga/oshes, 
rubbers and rainprook clothing 























The Figure and the Fence may 
be painted and cut outas sep- 
arate units. A miscellaneous 
assortment of gardening fools 
and accessories may be arranged 
as indicated. Hang overalls, slacks 
and other outdoor clothes on Fence 






AMBER- Medium Yellow: sh Brown 
BEIGE- Light GrayishTan..... 
CERISE -Light B/uish Red.... 
DELFT - Medium Gray/sh Blue 
ECRU- Light Gray/sh Beige.. 
ORCHID -Aa/e Pinkish Violet... 
TAUPE-Dark Brownish Gray 
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“EVERETT SCROGIN* 
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“GETTING DOWN TO EARTH!:- 



































*EASTER RABBIT FIXTURE’ 
Molded or carved. Holding aglass 
shelf For Easter hat display 


By EVERETT SCROGIN ews 
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STARS and STRIPES 


Red, White and Blue on 87” VEL- 
VELUR—in step with Spring and 
Summer displays. 

Style A—Alternating White & Blue 
Stripes 6° wide with Red Stars on 
White Field. 

Style B—Alternating Red & White 
Stripes 6’° wide with Blue Stars or 
White Field. 

Graceful — Patriotic — For Window 
Backgrounds, Wall Cases, Panels. 


PRICES—ROLLS 
87 x 18’ long . $11.50 
87" x 36’ long . 23.50 
87x 75’ long .. . 47,00 
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From Our Catalog of Display Leaders 


~ a * BB E2 Smart New Numoers 
* 
x * 
4i 4i 
x 
x * 
* 7 * 
Lead the way with ACE Display! 
* smartest fashions and trends. 
x * offerings that will make your displays “click” for atten- 
tion value and selling power. 
* * OTHER LEADERS FROM OUR NEW CATALOG 
ee *- 7 
ss . ad of wide 87” VELVELUR. CLOUD TONE. CRYSTALUR 


Spring and Summer 1941 


SEND FOR THIS BIG IDEA BOOK NOW! 


Keep abreast of the 
See our up-to-the-minute 


different background decorations on different colors 


and SEAMLESS. 

2 panoramas on 49” VELVELUR. 

3 miniature panoramas on 24” VELVELUR. 

1’ x 6’ deckle edge panels. 

3’ x 4’ deckle edge panels. 

Wide background papers in 81”, 87”. 107”, 108” 
119”. 


Many other decorative materials. 


Write for Your Free Copy of 
This Great Catalog Today! 


ACE PAPER CO., Inc. 


Display Division 


Dept. 21, 426 West Broadway, New York, N. Y. 
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NAUTICAL PANEL 
49” x 72” deckle edge on 
Horizon VELVELUR. Very 
smart for cruise, boating, 
beach, and any sport or 
summer display. Beauti- 
fully designed and exe- 
cuted—a new standard 
for panels. 


PRICE—Per Panel. .$3.65 


and 














Display Factor Writes Of 
War-Time Difficulties 

Excerpts from a letter received recently 
from A. Edward Hammond, Sutton, Surrey, 
England, give an interesting picture of dis- 
play in that country under war-time con- 
ditions. The letter was sent to Malcolm 
Steiner, Cyrille Steiner Studios, 17-21 Rose 
street, New York City. Hammond was for- 
merly with the London publication “Dis- 
play 4g 

“I've been engaged in civil defense since 
the war started, and now have the high- 
sounding rank of District Staff Warden. | 
have tried several times to get back into the 
army (I served through the last war, first 
in the ranks and then as an offfcer) but so 
tar without success... . My work has been 

re or less brought to a standstill, first, 
hecause most of the trade periodicals are 
down to a shadow of their normal size; 
shop-fitting 
being carried on except repairs and minor 
third- 


ecause display is more or less ‘marking 


secondly, because there is no 
nstruction after air-raid damage; 


time,’ as there are no new materials being 
and very few fittings of any descrip 
beyond the very stereotyped stock fit- 
Many of the shopfitters and display 
equipment specialists have gone over to war 


I am very anxious to keep in touch 
W display trends in the States. ... We 
the Germans over Sutton most nights, 
so far they have done comparatively 
st damage—a few houses damaged here 
al there, and one completely demolished a 


indred yards from my own house. The 


bombing is completely indiscriminate. 
Meanwhile, we are keeping our chins up 
and, with your help, we are going to win 
I don’t want to appear boastful, but the 
spirit throughout this country is just won- 
derful. . There is no defeatism, but just 
a grim determination to stamp out brutality 
and beastliness for good and all.” 


Booklet Describes 
Dramatic Lighting 


“How to Dramatize Merchandise with 
Decorative Lights” is the title of a new 
brochure just issued by Century Lighting, 


Inc., 419 West 55th street, New York City 
Several types of modern lighting equipment 
are shown, among them the streamline 
“Reflect-O- Lite,” the “Reflect-O-Sphere” and 
the like. Displays by Martin O. Kahn, Mil- 
grim’s, Betty Ann Herr, Sach’s, and Irving 
C. Eldredge, Macy’s, all of New York City, 
are among those illustrated Copies are 
available from the above-mentioned address 
on request. 


Wells Heads Display 
At McCreery's 

George J. Wells, New York City 
trial designer, joined the executive staff of 
& Co. on February 15, fill- 
ing a newly created post to be known as 


indus- 
James McCreery 


“director of merchandise presentation.’ 
Wells will become a member of the store 
council and will have charge of all forms 
He will plan all modernization 
decora- 


supervise 


of display. 
work, remodeling of departments, 


tion, package design, and will 


window and interior display and special ex- 
hibits. Tom Hanlon, formerly directly in 
charge of display, has resigned because ot 
ill health. Hanlon will visit the Mayo clini 
and take a lengthy vacation before reenter 
ing the display field. 

Wells spent the past month on vacation 
in Haiti. Thirty-five years old, he has done 
work for Lord & Taylor, Franklin Simon & 
Co., Charles P 
( reery Ss, and other New 


Cochrane Company. M¢ 
York firms. For 
three years he was assistant display direc 
tor for Montgomery Ward & Co 


Publicity Campaign 
For Lithographers 

\malgamated Lithographers ot 
205 West 14th street, New York 


\merican Federation of Labor affiliate w 


\merica 
City, an 
ith 
fiftv-four local unions and 13,000 members, 
will run a campaign in trade papers and 
later in consumer media to acquaint the 
and potential users with the nature 


William J 


publi 
and advantages of lithography 


Riehl is international president 


More Display Jobs Seen 
From Larger Budgets 


J. Allen Bramson, director of the Display 
Institute, 3 East 44th street, New York City, 
reports an increase of 100 per cent in place- 
ment opportunities for graduates received 


through the school’s placement bureau in 


1940 as compared with the 
The sharp upward trend is attributed to the 


previous year 


marked increase in department store display 


budgets 





The Pioneer Suspender Company, Phila- 
delphia, has long been recognized as a na- 
tional advertiser which gives extra-special 
attention to its dealer display material. In 
common with many large manufacturing 
companies, Pioneer is anxious to have its 
display material receive the widest possible 
use, since the company is thoroughly sold on 
the practical advertising value of display, 
but at the same time some precautions must 
be taken to insure against waste distribution. 
Many 


free rein in requisitioning displays, ask for 


retailers, when given a completely 


more than they can possibly use so that their 
storerooms and basements—and_ furnaces- 
become crowded with material which = is 
never put into active service. 

\s a precautionary measure, therefore, 
Pioneer in almost all cases sets up a mini- 
mum amount of purchase in connection with 
any display. The quantity of merchandise 
may run to as little as three dozen braces 
and/or belts and as high as twelve to eight 
een dozen for larger and more elaborate 
display pieces 

Naturally, Pioneer salesmen are depended 
on, too, to exercise good judgment in offer- 
ing and placing display units. They are in- 
structed to check carefully on their call- 
backs to see whether point of-sale material 
is being given good position on counters 
and in windows. Requisitions for displays 
are in most instances written on the orders 


company’s traveling 


which come trom. the 


watt aint 
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Dioneer’s Display Dolicy 


representatives. 

Pioneer salesmen make it a point in many 
cities to meet and visit regularly store dis- 
play managers; hence these displaymen learn 
the type of material the company has made 
available and can plan to use it in their 
displays. From time to time Pioneer designs 
window displays and show case set-ups as 
suggestions for retail display departments. 

Perhaps one of the most important fea- 
tures of Pioneer display material is that 
practically every display is directly connect- 
ed to a merchandise promotion idea which 
the retailer will find profitable to feature 
in his store. This tends to assure the mer- 
chandise a favorable position on counters 
and brings it forcefully to the attention of 
consumers. 

Typical of Pioneer's displays are the ex- 
amples shown here, just recently released. 
Done in brilliant and lively colors, the dis- 
plays are very striking. 

“Neat Numbers” is a unit designed for use 
in boys’ departments. It displays three belts 
taken from the dealer's stock. The por- 
traval of the dancing youngsters is in tune 
with the times. A special point of interest 
is the miniature record held by the lad at 
the record player. 

“Pan-American Colors” ties in with the 
importance, timeliness and stvle value of the 
Pan-American influence. A number of neck- 
wear and sportswear manufacturers are fea- 


turing Pan-American colors, too, many of 
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PIONEER 
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which can be grouped for ensemble tr. «t- 
ment in windows and display cases. ¢ 
Pioneer unit carried a boxed pair of bra. s: 
at the lower left corner is an actual ca us 
plant in a colorful pottery container. 

“Pliaglass” is the key word of another | is 
play, featuring plastic braces, belts, and he 
like. One of the most attention-arres! ng 
points of this unit is the ribbon of aci ial 
Pliaglass suspended from the lip of ‘he 
chemical retort and hanging loosely in fr int 
of the card so that customers can handle it. 

At the top of the sign-post in another «js- 
play, arrows point to the “ball park” ond 
to the “race track’—these being three- 
dimensional and standing out from the back- 
ground. 

A humorous treatment is given the final 
unit, which follows a theme something like 
“boy makes good.” 

Pioneer dealers for the last several sea- 
sons have reported excellent results from 
the prominent display of Pioneer window 
and counter cards. Although the present 
series is just now being shown, the com- 
pany expects a very enthusiastic reception 
for the new displays. 


Reyburn's New York Office 


Changes Location 

The Reyburn Manutacturing 
Inc., Philadelphia, has announced the re 
moval of its New York City display division 
office and showrooms to 8 West 36th street. 


Company, 
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Mitten's Letters Contest 


Winners Announced 

Prize winners in the first annual contest 
in the use of Mitten’s display letters among 
the firm’s display jobbers and users have 
been announced by Bransby & Hewitt, 1600 
3roadway, New York City. The latter is 
Eastern distributor for Mitten’s Display 
Letters, Redlands, Calif. The contest was 
unusually successful, a large number of en- 
tries having been submitted, and it is 
planned to repeat the event from year to 


yeal 
The awards went to the following: “most 
effective’—two window displays by Roy C. 


Heinbach, Michigan Consolidated Gas Com- 
pany, submitted by the Sherwin-Williams 
Company, Detroit, Donald Ferguson, display 
manager. Honorable mention in this class 
» Richard Nell, F. A. C. Schwarz 
submitted by Joseph Mayer Com- 
pany, New York City, L. Wasser, display 
manager. “Most unusual’—a store interior 
by H. Connell, for Liberty Service Stores, 
Detroit, also submitted by Donald Ferguson. 
Honorable mention in this class was award- 
ed to a display by Atelier du Mode for the 
Guild Opticians, Philadelphia, submitted by 
Jos. EK. Podgor Company, P. A. Trost, dis- 
play manager. letters 
used"—for a group of outdoor signs for 
Joseph P. Day, Inc., Manhattan Club House, 
submitted by Nu-Glow Displays, Brooklyn, 
L. L., L. Friedland, display manager. 

The judges were Norman W. Gardner, 
display manager, Rockefeller Center, Inc., 
Douglas D. Hewitt, Bransby & Hewitt, and 
Victor W. Sebastian, New York City 
resentative of DISPLAY WORLD. 
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Multiple Uses 
For New Tool 

The “Handee Artizan” is a new “hobby” 
tool which has been placed on the market by 
the Chicago Wheel & Mig. Company, 1101 
West Monroe street, Extremely 
versatile in its uses, the “Artizan” hammers, 
sinks, forms, shapes, engraves, chases, files 
and tools all soft metals and leather. It is 
said that no experience is necessary in its 
use. The tool is made by the same manu- 
facturers of the well-known “Handee Tool.” 
A circular will be sent on request. 


Chicago. 


Advantages Claimed 
For New Socket ? 

Reliance Devices Company, 140 Liberty 
New York City, has brought out a 
new lamp socket designed for display pur- 


street, 


poses, for which a number of advantages are 
claimed. Included are adjustment to full 
ninety-degree angle, rotation in a complete 
circle when adjusted to any angle, no twist- 
ing of wires, and “staying put” in any posi- 
tion Literature will be sent on request. 


Bulkley, Dunton Folders 
Now Ready 

\ well-illustrated booklet featuring spring 
and summer designs in display papers, foils, 


and leatherettes has been prepared by Bulk- 
ley, nton & Co., 295 Madison avenue, New 
Yor! ity, and can be obtained by a request 
to that address. A swatch book covering 
new ing colors in “Bulkton’” wide deco- 
Tative papers is also available. 
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FOR THE EASTER PARADE 







Mileo mannequins will style your new 
effec- 
tively—and sell them, too! See our 
Mileo’s 


family of men. women and children 


spring fashions. display them 


line of attractive mannequins 


all under one roof in our new Showrooms . . 


as they appear in your show windows. 


or composition, featuring flexible waists and interchange- 


able. movable arms. 


save the middleman’s profit! 


CREATOR 
SINCE 1900 


Figures of paper 


When you buy from Mileo. you 


P. C. MILEO 


MANNEQUINS 


BY 


MILEO 


. displayed 


ORDER TODAY 
FOR YOUR 
EASTER DISPLAY 


7 WEST 36th ST. 
NEW YORK 














SEE THE NEW 1941 


CORONET 
MANNEQUINS 


@ New. 

. @Standardized, Interchangeable 

j Arms, Legs, Torsos, Wigs 

> @Versatility Changeable Parts 
Offer Limitless Possibilities 


Exciting, Alluring Poses 


All parts can be used with Your 
Present Coronet Mannequins 


Salesmen Some Choice 


Territory Open 


THE DISPLAY 
EQUIPMENT CORP. 


147 W. 37th ST. NEW YORK 








AETNA OFFERS YOU 
PICTURES IN WOOD 


Here is a real seller for the display 
field — wood inlays. These five-ply 
plaques are made by skillfully fitting 
together mumerous pieces of rare 
woods. Both foreign and domestic 
woods are used to form the various de- 
signs available. As many as twenty 
different woods are used in some of 
these artistic pictures. 


Write us today for prices and our 
descriptive folder!! 


AETNA PLYWOOD AND VENEER 


1731 Elston Avenue Chicago, Ill. 
Phone ARMitage 7100 
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Store’s Simplicity Of Design 
Duts Attention On Display 


FEBRUARY, 1931 


By RUTH SPRAGUE DOWTY, Advertising Manager, 


The entire architectural plan of the new 
million-dollar Broadway-Pasadena store in 
Pasadena, Calif., was planned deliberately 
to focus attention on interior and window 
displays. 

In planning the store’s displays Harry 
Jensen, display manager, has apparently 
been guided by the one word which Albert 
B. Gardner, architect for the building, 
translated into its design. That word is 
“Simplicity.” 

The Broadway-Pasadena_ was _ literally 
planned around a sales and display layout 
for a specific store rather than built as a 
structure into which any store might move. 
Working in cooperation with Gardner was 
R. E. Ashbrook, staff architect for the parent 
Broadway in Los Angeles. With a_ full 
knowledge of the store’s display needs and 
merchandising problems — through twenty- 
five years with the company—Ashbrook laid 


is studied. 


The Broadway-Pasadena, Pasadena 


out the departments and designed the fix- 
tures. 
As shown in the photographs, the sim- 
plicity of architectural and display treatment 
An unusual feature of the exte- 
rior (pictured on the opposite page) is the 
bronze-trimmed marquee of cellular steel 
construction. It extends 16 feet over the 
sidewalk the entire length of the store on 
both street fronts and focuses attention on 


—tThe simplicity of architectural and display 
treatment for the new Broadway-Pasadena 
store is deliberate, starting with the exterior 
pictured on the opposite page and extend- 
ing right through every department. Planned 
as "a store, rather than a building,’ the 
structure is stream-lined for selling. As will 
be noted from the photographs, high ceil- 
ings (particularly for the street floor), spe- 
cial lighting, and clean-lined display cases 
all have a part in the complete picture— 
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window displays. Window lighting consists 
of an indirect fluorescent installation, the 
nearest to daylight available, showing the 
simple background designs and display units 
to greatest advantage. 

The present schedule calls for window 
changes twice a week since the Broadway- 
Pasadena is located on Pasadena’s most 
traveled street. 

The interiors are also handled with defi- 
nite restraint. Woodwork on the first floor, 
including the clean-lined display cases, is of 
bleached Philippine mahogany. Design and 
color are unobtrusive, without merely being 
negative, and form a simple background for 
the display of merchandise. 

Daylight streams in the big plate glass 
doors and is supplemented by powerful re- 
cessed ceiling lights and by fluorescent light- 
ing in all display cases. High ceilings, 
light-colored floor surfacing of Tennessee 
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with living models posed in the three semi- m 
circular display niches. Specially-designed A B C 0) £ fa G H | JK 
fluorescent lighting and a backing of spar- 


kling “flexglass” show the fashions in their 





marble, and wide aisles also contribute to 
effective street-floor displays. Wherever pos- 
sible merchandise is arranged in unit style. 

The focal point of the second floor of 
fashions is the Gown Shop, shown here 


true coloring, and fabrics to best advantage. 


He weekly four arin, of wos ston ae TO eee == Molded, White Kaolin 
sontinntt a Composition Letters 


shops on the second floor to carry out some 
INAG@IDY LEM! = «ULTRA-CLEAN, STEEL-CUT 


APPEARANCE 




















‘ ab ml ‘ 7 4 oO” Ad 
HIGH RELIEF OF 3/8 to Ll’, 
; depending on size 
FURNISHED IN THREE TYPES: 
i (1) Imbedded steel pin-in-back letters for 
f @ be ? rapid mounting on semi-soft  back- 
Fi grounds. 
x (2) Pinless, sanded-back letters for cement- 
8 . 
r ing to glass or other hard back- 
grounds. 
S (3) Track letters with lug molded on base 
1 for use in vertical or angle tracks. 
{- ‘ 7 . 
" Cost Less than Wood Letters for Same 
e Depth of Relief and Degree of Finish 
Will take any kind of color—show-card, 
lacquer spray or dip, ete., or better yet, 
can be rolled with an ink roller after 
—Above is an exterior view of the Broadway- letters are in place. 
Pasadena, located on the California city's 
most-traveled street. A feature is the bronze- Oe 
trimmed marquee of cellular steel construc- ; ) 
tion extending 16 feet over the sidewalk the ) 
entire length of the store— ) WE ARE HAPPY TO ANNOUNCE THE , 
’ 
specific fashion theme which is also followed i WINNERS OF MITTEN $ DISPLAY ) 
by the card writer. Second-floor fixtures ; LETTERS FIRST ANNUAL CONTEST ( 
and furniture also are done in light tones, { ) 
with carpeting in green-taupe and drapes } “Most effective’—2 window displays by Roy ¢ ( 
and upholstering in harmonizing pastels. ( Heinbach, Michigan Consolidated Gas Co., sub ; 
ye . ‘neral col ‘heme i used mitted by the Sherwin-Williams Company, 2036 
Phe same general color scheme : F Woodward Avenue, Detroit Donald Ferguson, 
on the third floor, where all homewares de- ( Display Manager ) 
partments, domestics, rugs, draperies, sport- } - : by ( 
° sare : e € AER cate m “Most unique’ a store interior designed ry 
ing goods, luggage, and allied veipipehnpinne ( Connell, 12176 Monica Avenue, Detroit, for Lib 
are located. Service departments, air-con- erty Service Stores, Detroit; submitted by the 
ditioning system, and fur storage vaults are ( Sherwin-Williams Company, Detroit; Donald Fer ) 
sq located in the basement. N guson, Display Manager ) 
‘<i “Largest number of letters used’’ class award 
Dates Announced } went to a group of outdoor signs created for ( 
For Contests i Jos. P. Day, Inc Manhattan Beach Club House, ) 
. : a he ‘ ¢ : W. J. Burney, Maintenance Engineer; submitted ( 
: Dates for the 1941 observances of the tout i Radin Ulaelaen, Sek Adeesie | Ancnee: 
Weeks originated and sponsored by The Brooklyn, L. I.; L. Friedland, Display Manager 
Sporting Goods Dealer, national trade mag- ) 
azine published in St. Louis, will again ex- i a i iia 





tend from Saturday to Saturday and are as 
follows: National Baseball week, March 29- 
April 5; Fishermen’s week, April 26-May 3; 
National Golf week, May 10-17, and National 
Tennis week, May 24-31. Details of the dis- 
play contests which accompany most of these 
: “weeks” can be had from the company 


Siaticadih aia. Distributed by 


by Anecicon Magers LOR SALES CO. | BRANSBY & HEWITT 
By American Magazine « 
; An interesting write-up and group of illus- : — : ; a 
f trations featuring Cora Scovil, well-known 460 E. 3d St., Los Angeles, Calif. 1600 Broadway, New York City 


Mannequin designer, appears in the current 
Issue of The American Magazine. 


Manufactured by: 
MITTEN’S DISPLAY LETTERS 
Redlands, Calif. 
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OUR PLATFORM 

1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 
dising. 
6. Absolute 

Columns. 


Our Editorial 


Independence of 
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Editorial 


Potpourri 

For the past several years there has been 
artificial 
type of 


a marked increase in the use of 
flowers in display. In 1940 this 
decorative was employed more lavishly than 
for several past, and the trend in 
1941, as reported by a number of artificial 
flower manufacturers, is to flowers and still 
more flowers. ... All of which is to be en- 
couraged. Flowers lend a cheerful, stimu- 
lating note to a display, when not overdone, 


seasons 


that is decidedly welcome in these days 
when the world is at war. Flowers in the 
display window may well serve the same 


purpose as the gayer colors which the women 
of England are being urged to wear in an 
effort to alleviate the gloom and depression 
which naturally follow on the heels of war. 

“Marche Militaire’ might well be the 
theme song of the display field these days. 
With a nation united in the common desire 
for the ultimate in defense, with men away 
at training camps, and with the daily papers 
flaunting banner headlines of valorous 
deeds, it is natural that a martial atmosphere 
should be transferred to the windows of our 
retail stores. In nearly every case the 
theme has been handled with laudable taste 
on the part of displaymen. ... Coupled with 
this of course is the prevailing interest in 
Americana, which had its inception a year 
or so ago, and which is a safe bet for the 
rest of 1941. The public’s interest is fo- 
cused on the United States and on its sister 
republics to the north and south. Any part 
of the natural assets of this country can be 
played up in display promotions with an 
assurance that the public will welcome the 
idea. 

The fashion center of the world has 
passed from Paris to the United States, and 


with it comes an added responsibility for 
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displaymen. Formerly it was almost suffi- 
cient to play up the single word “Paris,” 
with style authenticity accepted as a matter 
of course in connection with that magic 
name. Now displaymen no longer have that 
pillar to lean on. It will be up to them to 
help build up American designers and Amer- 
ican merchandise and invest them with the 
glamour that was Paris. 

A number of our national consumer pub- 
lications are to be congratulated on the 
splendid merchandising job they are doing 
for the benefit of retailers. Among them 
might be mentioned Collier’s, which is carry- 
ing a series of fashion articles—particularly 
those on men’s wear by Henry L. Jackson— 
and offers splendid tie-up material to re- 
tailers in general and displaymen  specif- 
ically. Featured is the idea of “related sell- 
ing,” which can do wonders at increasing 
store volume through display. Actual 
reprints of these articles are available, plus 
de luxe blow-ups at very low cost. Another 
publication which does a splendid merchan- 
dising job is the Ladies Home Journal. . . 
Displaymen would do well to keep in close 
touch with consumer publication merchan- 
The enormous circulation of 
such certain to have a _ pro- 
found influence on shoppers. 

Among the current trends in display is the 
mannequins, especially in 
the men’s wear field and even in furniture 
displays. Commendable, because mannequins 


size 


dising plans. 
magazines 1s 


increased use of 


unquestionably give an impression of nat- 


uralness in the setting. 


SALESPEOPLE PLUS DISPLAY— 
6,000 INTERIOR CHANGES 
[Continued from page 18] 
be born in mind and covered by good display 

people ! 

And we don’t merely tell them—we show 
them—or rather, we make them do it and 
show them right and wrong in actual use! 
Experimental displays are set up for these 
classes, both by the display department and 
by the trainees themselves. 

They learn to handle merchandise this 
way—and they are shown what's wrong and 
how to make it right, or what is right and 
how to make it better—or, as important, how 
to do it again the same way and get it right 
again! QOur display manager, who conducts 
this six-week course, says it is the bright 
spot of his year, and he finds his pupils apt 
and interested and the job of teaching them 
by doing and by example an easy and effec- 
tive one. 

After the six weeks of intensive instruc- 
tions, the trainees are “graduated” at a din- 
ner given in our tea room after store hours. 
Each student sets up his or her own display 
in the tea room (of course, of the type used 
in the department in which he or she works). 
These displays are judged by a committee 
consisting of the store manager, the training 
director, the display manager and a member 
of the firm, and prizes are awarded for the 
best displays resulting from our training. 

But that’s not the end of the story—or the 
job! If it were, all we'd have would be a 
display course—interesting and enlightening 
to the participants, but of not much practical 
benefit to the We follow through— 
we put the graduates and their newly ac- 
quired display knowledge to work. 


“ 


store. 
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Our training department and display de- 
partment work together with the 
trained salespeople in keeping our de) jrt- 
ments looking alive and alert. We get |is- 
plays where everybody talks about g¢ ng 
them—at the point-of-sale! 


closely 


The display and training department: se- 
lect a color of the week or a theme—< ime 
idea that will tie the greater part of the 
store’s interior displays together. The c lor 
is decided on jointly by the advertising de- 
partment (in the person of the fashion ¢ py 
writer) the merchandise men involved and 
the training and display departments. he 
theme is usually the one the whole pub! city 
division is pushing—Valentine’s day, “alk 
of the Town” specials, Mother’s day, Father's 
day, anniversary, etc. A theme, or a color 
or both can be and are used. 


= 


The training department notifies the dis- 
play salesperson what the color theme is to 
be and then, three days later the training 
representative and the display director make 
a tour of inspection. 

A written grade is handed each display 
person with an additional foot note such as 
“very artistic,” or “very cooperative,” or 
“borrow more accessories to add interest,” 
eCic. 

We find that piling on the praise seems to 
make taking the pains worthwhile. 

Now don't rely turning the 
trained salespeople loose to shift for them- 
selves in making these displays. They need 
and should have the help and direction of 
the display department—tor both effective- 
ness and coordination. Our display art staff 
helps materially here. Materials and often 
ideas are furnished by the display depart- 
ment, but you'd be surprised at the way the 
salespeople pitch in and work—and at the 
pride they take in having a good-looking 
department with effective displays! And 
they often turn about and give us ideas—and 
you know ideas are the lifeblood of our 
particular function in the retail business. 


merely on 


I know what some of you will say—and 
I'll agree with you immediately. Sure the 
job could be done better—if we had a lot 
more property money and a bigger display 
staff (again more money!) Sut in these 
days of increasing taxes, defense expendi- 
tures, rising wages, generally increasing 
costs, display and publicity men would be 
a little Quixotic in attacking the windmill 
(no harm meant) of management's cold, 
doubtful, calculating reception of any un- 
usual new expenditure, even though business 
is better. 

The important point to remember is this 
—we do get coordinated, attractive displays 
at the point of sale—6,000 of them a year— 
120 a week—for very little cost in effort and 
coin of the realm. If we waited to get them 
done better, we wouldn't have them at all 
I say adequate display (sometimes weak, | 
admit) is better than no display. 

And we get in addition, by this method, 
the enthusiastic, intelligent, interested co- 
operation of every possible person in the 
store. We're display-minded as a store—Wwe 
enjoy a fine reputation for our leadership 
in this field. And I think it is in great part 
because we make our people mindful of dis- 
play—get their help and suggestions—so that 
they actually take a personal pride in what 
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our display department does because they 
fee! they’re part of it. 
\nd that, gentlemen, and those ladies 


again, make our display manager even 
smarter than his fine work appears on the 
suriace— and much smarter than he could 


possibly be if he tried to do it all by the 
display department’s self! Try doing 6,000 
interior Changes, however small, in a year 
with eleven people! 


CONTROLLED WINDOW LIGHTING 
[Continued from page 16] 

at one time, the amount of daylight striking 

the window, and the personal display style 

and preferences of the displayman. These 

questions should be determined by consulta- 

tion with a lighting expert. 

This plan of arrangement, characterized 
by flexible control, can be put to many uses. 
Light is concentrated on the merchandise 
and the attention of the passerby will follow 
the concentration of light. Figures can be 
modeled with light as the photographer 
models, dramatizing lines and creating plas- 
tic effects on form and shadow. Textures 
of materials are emphasized, and colors of 
materials can be rendered in their true, day- 
light values or deliberately exaggerated. 
Usually white light will be directed on the 
merchandise, or a color tint which harmon- 
izes subtly, with but little distortion of value. 
Never will a red light be used on a green 
suit, for the results are disastrous. Colors 
to be thrown on merchandise may often be 
selected by looking at the merchandise 
through filters of various colors, and select- 
ing the color filter that has the least distort- 
ing effect upon the merchandise color. 

Best of all, color can be reserved for the 
background. The real purpose of using col- 
ored light in a window is to attract atten- 
tion by the creation of an atmosphere dit- 
ferent trom the surrounding world outside of 
the window, subtly to romanticize the setting 
in which the clothing is shown, to make this 
setting more closely resemble the circum- 
stances in which the clothing is to be worn. 
All this can be accomplished by coloring the 
background with light, creating at will a 
feeling of depth and spaciousness or of warm 
intimacy and causing the merchandise to 
stand out by contrast in bold relief. If the 
displayman is artistic, and alive to the magi- 
cal possibilities of lighting, he will make 
light and color his most powerful tools, 
painting with light—as with a brush—tropi- 
cal night skies, sunny summer afternoons, 
or subdued interiors, using controlled light- 
ing to attract, to emphasize, and to coordinate 
the many elements of a window into one 
potent selling message. 


Flexo Lettering 
Opens Offices 

Flexo Lettering Company has opened of- 
fices and a laboratory at 110 West 40th 
street, New York City. After two years’ 
research, the company has perfected a secret, 
unique way of angular distortion, expansion, 
or enlargement by reproduction methods of 
hand lettering, type faces, insignias, trade- 
mat and the like. These are then used 


on uantity display cards, traveling displays, 
ete. lustrated booklets describing the ef- 
lects obtained can be secured from the 


above-mentioned address. 


DISPLAY WORLD 




















Notice the classic 
elegance in the NU- 
CURVE Doric Col- 
umn. For unparallel- 
ed beauty and rich- 
ness plus extra height 
use the Doric Capi- 
tals. 


Actual size cross sec- 
tion of NU-CURVE 
(below) shows its 
grace and three di- 
mensional quality. 


Have grandeur—aplenty 
in your displays! Put 
grace, charm and classic 
beauty into interiors and 
windows with the dy- 
namic punch of extra 
height and third dimen- 
sion. In the few months 
since its introduction 72” 
NU-CURVE has proved 
a display sensation! 

72” NU-CURVE with its 


extra-wide inverted flut- 


You have a choice of 


ing, comes in one-piece 
rolls 15’ long making an 
ideal, distinguished back- 
ground. Build beautiful 
columns speedily and 


easily with authentic Dor- 


ic ready-made Capitals. 


You'll have attention-ar- 
resting, massive pillars 
for a variety of ultra- 


modern effects. 


9 SMART COLORS 


plus: WHITE—SILVER—GOLD 
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isplay Studio Problems 


XXVIX. THE USE OF "BLACK LIGHT" 


By R. C. SWITZER, Manager 
Conti-Glo Division 
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Continental Lithograph Corporation, Cleveland 


Not so many years ago the displayman 
was limited in his materials and scope to 
artificial palms, some lengths of velvet for 
backgrounds, perhaps a wicker chair or two, 
crepe paper and a small stand on which to 
place advertising folders or the advertised 
article itself. Eventually as the value of 
good display was recognized and larger dis- 


play budgets authorized, display managers 
and designers were able to create new et- 
fects and to investigate new processes and 


properties. 

Largely through the efforts of progressive 
display studio operators who saw the possi- 
bilities of better displays and who pioneered 
in producing exhibits for conventions and 
allotted to display 
substantial portion 


trade shows, the money 


use today represents a 
of the promotion budget. 

In designing modern window and conven- 
tion displays the cry has been for light and 
more light to brighten up the colors of the 
Today, strangely enough, the dis- 
tool at his 
daylight or 


exhibits. 
newest 
that is, 
something to be 


playman who uses the 
command regards light 
Mazda light—as 


for contrast with black light. If 


ordinary 
used only 
lacquer-enamels, as so 


he uses fluorescent 


doing now, he 


colors to lite 


many display experts are 


brings those 


which is practically no 


“activates” or 
with “black light” 
light at all. 

In simple language black light is the in- 
visible ultra-violet portion of the spectrum 
The special lamps used produce a certain 
amount of addition to un- 
ultra-violet for black light 
purposes this visible light is screened out by 


visible light in 


seen rays, and 
means of a deep purple, almost black filter 
hence the term, “black light.” The invisible 
through this filter to 
substances, causing 


rays, however, pass 


fluorescent 


“activate” 
them to glow vividly. 
Perhaps the simplest way to describe fluo- 


ON’S 


SALT 





rescence is to say that when exposed to black 
light in darkened or dim 
subject glows in much the same 


surroundings, a 
fluorescent 
brilliant and spectacular manner as a neon 
sign. As a matter of fact, when fluorescent 
lacquer-enamels were used several years ago 
for the first time commercially, a reporter 
wrote, “the looked as though they 
had been painted by breaking 
signs, pouring the liquid light into cans, and 


murals 
open neon 
brushing it on.” 


—Fig. | shows something of the dramatic con- 
trasts obtainable with black light. . . . Fig. 2 
shows a poster done in ordinary colors, but 
with certain areas treated with fluorescent 
lacquer-enamel. . . . Fig. 3 pictures the same 
poster under "black light.’ . . . Figs. 4 and 5 
illustrate a similar treatment— 


See the 


Today, a range of twelve brilliant lacqu 
enamels is available to the displayman. J 
of these colors, by the way, exhibit anot 
mysterious aspect of fluorescence. Under 
daylight or white light they appear white, 
but change to brilliant blue or green when 
exposed to black light. 

The simplest application provides for the 
use of fluorescent lacquer-enamels instead of 
ordinary colors for the highlights in  picto- 
rial designs. When handled skillfully, par- 
ticularly in high contrast subjects, as in 
Figure 1, this method gives the effect of 
perfect three-dimensional design. 

Figure 2 shows a design done in ordinary 
colors and with certain key parts overpaint- 
ed in lacquer-enamel. The re- 
production here shows the design as it ap- 
pears in daylight or incandescent (Mazda) 
light. When exposed to black light in semi- 
darkness, fluorescent portions  luminesce 
vividly and thus become visible as in Fig- 
ure 3. Another variation of this technique 
is shown in Figures 4 and 5. Figure 4 
shows the design as it appears in daylight or 
white light. Figure 5, photographed under 
black light, indicates those portions of the 
design which were rendered with the “in- 


fluorescent 


visible” lacquer-enamels. 

Other instances of the use of 
fluorescent lacquer-enamels are 
Figures 6 and 7. The painting shown in 
Figure 6 was painted with ordinary finishes 
and photographed in white light. The super- 
imposed part of the design which was air 
brushed in with invisible fluorescent 
was photographed in black light as appears 
in Figure 7. 

Drapes and play an 
important part in certain types of displays 
Soft, lustrous fluorescent satins are 
available for this use, combining daylight 
beauty with “woven light.” The satins in- 
clude one which appears white in ordinary 


invisible 


shown in 


color 


fabric backgrounds 


now 
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light but changes to a brilliant, shimmering 
blue when exposed to black light. 
Fluorescent coated paper is useful where 
the display may call for fluorescent stars, 
circles, bands or panels on a background of 
non-fluorescent fabric or painted surface. 
Fluorescent lacquer-enamels can be used 
on any surface which will take paint—on 
wood, composition board, glass, plaster, fab- 
rics, or cardboard. For process or stencil 





HERE'S HOW 
RHC HELPS YOU SELL MORE GOODS 


When you have a special display problem RHC has an answer for it — or finds 
a new one! The lamp shade merchandiser pictured here is a good example of 
what we mean by RHC service. Designed to display more than 150 shades 
(some of them illuminated) in a minimum of space and in such a manner that 
the view of the adjoining departments is not 
obstructed. New also is the costumer with the 
notched bar attachment on the hangrails which 
holds the hangers uniformly in place while the 
upright is four inches higher than usual to accom- 
modate long formals and lingerie and to insure 
cleanliness. 





If you have a display problem write us. A copy of 
the RHC display catalog for reference purposes 
will be sent on request. 


—Still another "before and after treatment 


involving “black light; top, under regular 





illumination; bottom, under "black light"— 


MERCHANDISE PROPERLY DISPLAYED IS QUICKLY SOLD 


displays the recently-perfected fluorescent 
stencil process offers new effects. 
Obviously, effectiveness of any fluorescent C os C 0 0 0 

design or display depends upon the proper R E F L E T 0 R H 4 R D WA R E R P R AT N 
installation of well-engineered black lighting General Offices and Factory 

equipment. Fluorescent displays function De p t. D21 WESTERN AVENUE AT 22nd PLAC . CHICAGO 
best in dim or dark surroundings.” To show NEW YORK OFFICE: MARBRIDGE BUILDING, BROADWAY AT 34th 
contrast between white and black views, the ; 
black light and white light viewing periods 
are alternated, the white light being rheo- 


stated down, flashed, or turned off as_ re- an | ’ ean’ _—~ \ 
quired. For production and itinerant dis- MIROFLE X Better Adhesive, Try 





















































Plays, an inexpensive purple “X” lamp alter- ~ 

nating with white light by means of a spe- NX MIROFLEX 

cial “two way” flasher can be used to give The a 5 Go 

the effect of motion. Mirror Nt r—| 4 Modern MASTIC CEMENT 
nti Atha” What Mele ecdemend ' ' : 1 With ‘ - 
ova Glo black light equipment 1s de- That _ oom the Invaluable for fastening and mounting 

signed so that the invisible ultra-violet rays Bends Si “-. Glamour glass, wood, leather, cork, fabric and other 

can be projected in any direction; it is a ae 2 : Me Glass materials to any surface. 

comparatively easy matter to conceal the fix- ~~ ~~. 

ture, thus adding an element of mystery to aa Z LOW PRICES 

a display which glows brilliantly in the ol ial Get Pace ee ee nanan ears tans ers ci 

dark lars, flat and round surfaces; theatres, stores, - ee eens Coss nse ease $2. ous 
The range of a) and Pee ee restaurants, night clubs and bars. Clear and Gne Galew Came... .......... $4.00 each 

Bs range Ol unusual and spectat ular et- in colors. Write for samples and prices. f.o.b. New York 

tects to be secured with fluorescence and 

black light is limited only by the ingenuity | HUDSON SPECIALTY COMPANY 7\ HUDSON SPECIALTY COMPANY 


or t lisplavman in his ; licatior f the 467 Eleventh Ave., New York City 467 Eleventh Ave., New York City 
tech: ” om einittieaciiiaaaiee Bryant 9-3723 Bryant 9-3723 
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NEW! PROFITABLE 


SANDBLASTING 





MONEY-MAKING OPPORTUNITY 


For YOU in an entirely NEW MARKET--SANDBLASTING 
@ Signs — Trade Marks -Ornamental Designs — Decorations 
@On Plate Glass Mirrors Marble Ceramics Wood 
@ For Retail Store Fronts and Lobbies Theatres Etc. 
Easy to operate -perfect control comes complete with | 
pint cup and hardened steel tip lists at $12.50 The 8 ft. 
braided airhose with swivel couplings, $1.42 additional 
virhose is 9c per ft. Operates on 4 H. P. Paasche PFE34 
Aircompressor, $39.50. Complete Unit is only $53.42. 
This Unit is endorsed by George Kadel in his “‘Signs of 
the Times” articles. Get YOUR share of this profit- 
able NEW BUSINESS Order from your dealer or direct. 
Send for NEW FREE BULLETIN today 


Qk fibnukty vii” 


Pkwy., 
Representatives Wanted in Key Cities 





Chicago 





Sor'S&® real 


Sales Action 
> DISPLAYS hy 
Seen-in-action 


SEEN-IN-ACTION DISPLAY CO., Inc. 
261 FIFTH AVENUE, NEW YORK 








CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
e Signs @ Backgrounds 
e Fixtures 


@ Displays 
Send for free Sample and Literature 


228 NO. LASALLE ST. 
0p = @ Co Uti 0 hap 0) on 


SHOW CASES 


FOR EVERY PURPOSE 
State Your Needs and Ask for Catalog 


Detroit Show Case Co., Detroit, Mich. 


Carstenite Sales 











USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 
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Winners Announced 
In Cutawl Contest 


EK. J. Bohnen, sales manager, International 
Register Company, 13 South Throop street, 
Chicago, has announced the various winners 
in the annual “Cutawl” contest. In the retail 
store division, A. J. Roeder, Wm. H. Block 
Company, Indianapolis, and R. M. Martin, 
Consolidated Edison Company of New York, 
New York City, tied for first prize; ties 
were registered for second and third awards, 
also, T. A. Solomon, A. Harris & Co., Dal- 
las, and J. W. Hoogerhyde, Ohio Edison 
Company, Akron, being awarded second 
place, and Herman S. Ganter, Gimbel Broth- 
ers, Pittsburgh, and W. E. Maurer, Atlanta 
Gas Light Company, Atlanta, receiving dup- 
licate prizes for third place. 

In the division for theatre fronts and the 
like, first place went to F. C. Gutierrez, Plaza 
theatre, El Paso; second prize was won by 
Jack Vandever, Triangle Studios, Philadel- 
phia; third place went to C. E. Long, Mid- 
land Studios, Aurora, III. 

Division for school commercial art. dis- 
plays, ete.: first, Max Wexler and George 
Falen, Murrell 
Philadelphia; second, Dr. John E. Washing- 
ton, Cordozo High = school, Washington; 
third, Miss Kate Kelby Paul 
Haynes school, Birmingham. 

Division four, special types of displays, 
first, Albert Teateak, Foster & Kleiser Com- 
pany, Los Angeles; second, A. J. Balfour, 
Texas State Highway department, Fort 
Worth; third, Walter A. Renze, The Gus A. 
kenze Company, Omaha. 


Dobbins Vocational school, 


Coleman, 


Division five, miscellaneous firms, first, 
Howard FE. Metcalf, Mayflower Candy Shop, 
Brockton, Mass.; Frank Andrews, 
San Antonio Brewing Association, San An- 
tonio; third, Herbert G. Chambers, Schenley 
Distillers of New England, Boston. 

Sixth division, industrial, first, Tom 
Loomis, Associated Linoleum Company, Los 


P. Clark, New 


second, 


Angeles; second, Frederick 


Hampshire State Planning & Developing 
Commission, Concord; third, Miss Kate 
Coplan, Enoch Pratt Free Library, Balti- 


more, 


Feminine Speakers On 
Chicago Club Program 

\ large crowd met the evening of Febru- 
ary 3 at the Hotel Sherman, Chicago, for the 
regular monthly meeting of the Display 
Sales Promotion Club of that city. 
tured Miss 
man, account executive with the advertising 
firm of Aubrey, Moore & Wallace, and Miss 
Kent, advertising and display man- 
ager for Russek’s, Chicago. 


The tea- 


speakers were Florence Grau- 


| Yoris 


Miss Grauman gave the agency's viewpoint 
on display, stating that this medium is se- 
curing more and more attention from = ad- 
She stressed 
with display 
departments on the part of both agency and 


vertising agencies everywhere. 
the need tor closer contact 
advertiser in order to evolve a more effec- 
tive type of point-of-sale material. She con- 
cluded by an “upside down” quiz in which 
she questioned the audience, instead of the 
usual procedure. 

Miss Kent—iormerly a foreign press cor- 
respondent—dropped her intended business 
discussion and at the request of those pres- 
ent described her experiences on the tor- 
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pedoed “Athenia” at the outbreak of the 
war. Her vivid account of the sinking. the 
time spent in life-boats, and the timely ec. 
cue by a Norwegian tanker held the aud: nee 
spellbound. 

William Cahill, Goldblatt’s State s reet 
store, and convention chairman, annou ced 
that committee appointments were ne irl 
completed and that arrangements have een 
made to have Gene Flack, well-known -ep- 
resentative of the Sunshine Biscuit (© >m- 
pany, as one of the speakers on the con -en- 
tion program. 

Enthusiastic Response Greets 
A.D.E.M Initial Announcement 


Members of the Association Display Equip- 
ment Manufacturers, meeting in New York 
City in January, were pleased to announce 
that their initial notice (DISPLAY 
WORLD, January) met with gratifying re- 
sponse from both buyers and manufacturers 
of display equipment. They are convinced 
that the A.D.E.M., as a cooperative group, 
will bring buyer and manufacturer together 
on a better basis of service and create better 
understanding in the solution of individual 
problems. 

A code of ethics for fair trade practices 
is in its final stages; planned for the near 
future is a publicity and advertising prestige 
campaign. 

A.D.E.M. invites all members of the dis- 
play industry to participate. Complete data 
can be obtained by wrting Association Dis- 
play Equipment Manufacturers, 949 Broad- 
way, New York City. 


Marlboro Mannequins 


Are New Line 


Marlboro mannequins have just been in- 
troduced to the display field by Syd Messer, 
Display Equipment Corporation, 147 West 
37th street, New York City, creator, manu- 
facturer, and exclusive distributor for the 
line. Through a patented torso-control prin- 
ciple, the Marlboro mannequins are said to 
have the flexibility of the human body and 
to be able to assume any position without 
sacrificing body contour or grace. The firm 
has also announced new spring models in 
the well-known Coronet line of figures. 


Schilgen Now With 
Nat Siegel, Inc. 

Formerly with Hugh Lyons & Co., and T 
C. Palmenberg as sales representative, Wil- 
liam Schilgen, Philadelphia, has joined the 
sales staff of Nat Siegel, Inc., 39 West 37th 
street, New York City. He will cover the 
territory from Philadelphia to St. Louis 

Siegel has just brought out a new _ line 
of “Novelkins” figures for cotton shop, beac! 
shop, or displays. An_ illustrated 
booklet on the novel figures will be sent o! 
request. 


sports 


Harter Resigns 
From Ace Paper 

Howard Harter, sales manager and 
signer for The Ace Paper Company, 
West Broadway, New York City, has 
nounced his resignation as of Februar) 
He is taking a short vacation, after w!il 
he will announce a new enterprise in 
display field. 


an Pi iON RNS tm IY 





sc aka 








SE ES ME, 





4) 


eet 
‘ed 

en 
ep- 
m- 


up- 
ork 
nce 
\Y 
re- 
irers 
need 
oup, 
ther 
etter 
dual 


tices 
hear 
stige 


dis- 
data 
is- 


oad- 


In- 
sser, 
Vest 
anu- 
the 
yrin- 
d to 
and 
hout 
firm 


de- 
426 
an 


ich 


the 





ci sisal 


FEBRUARY, 1941 


Prizes For Three Groups 

In Sew And Save Contest 

he national display contest held in con- 
nection with “Sew and Save week” will 


make provisions for three groups of con- 
testants—larger stores, smaller stores, and 
chain stores—with corresponding prizes in 
each division. Top award is $100 in each 
cast In addition, $2.50 will be paid for 
each 5-by-7-inch (or larger) display photo- 
graph submitted. Name and address of the 
store, name of the display manager, and the 
classification of the store in one of the three 
groups must accompany each entry. The 
contest begins February 22 and ends March 
|. Entries must be received by midnight, 
March 15, and should be addressed to: Sew 
and Save Week Window Display Contest, 
National Needlecraft Bureau, Inc., 385 Fifth 
avenue, New York City. Free display mate- 
rial can also be obtained from that address. 





Detroit Club Sees 
Baseball Film 

The January meeting of the Detroit Dis- 
play Club was held at the Hotel Statler. 
The principal attraction of the evening was 
a showing of the American league official 
sound film entitled, “Batting Around the 
American League.” 
an interesting travel picture showing scenes 


This was followed by 


and customs of India. 

\ large attendance was on hand, including 
a number of guests. Donald A. Ferguson, 
past president and former convention direc- 
tor, won the door prize which is a regular 
feature of Detroit club meetings. 

Plans were announced for a Valentine 
Headgear party and dinner dance in Febru- 
ary, to be held at Fischer's “Alt Heidelberg,” 
with an extensive floor show included. 


Good Reception Reported 
For "'Stylo-Plastic" 

John A. Williams, vice-president, Klarion 
Merchandising Corporation, 17 West 45th 
street, New York City, reports an excellent 
reception on the part of the display field to 
the firm’s novel “Stylo-Plastic’—a_ plastic 
compound which is used in making three- 
dimensional letters and decorations for 
show cards and other signs. The material 
is durable, and has quick-drying properties, 
reaching a permanent hardness in a_ short 
time \ variety of colors is available, and 
descriptive literature will be sent on request. 


Select's Spring Catalogue 
Now Ready For Release 

\ well-illustrated, catalogue 
showing the new spring line of the Select 
\rt. Flower Company, Inc., 16 West 36th 
New York City, is now available on 


32-page 


request. \ complete line of floral decora- 
thy is shown, including profuse illustra- 


In full color. 


Ed Urbans Conducts 
Display "School" 
window display “school,” held yearly 
nnection with the annual convention’ of 
lowa Retail Clothiers’ Associatform® was 
: icted this vear by Ed Urbans, Bremer’s, 
City, at the Hotel Fort Des Moines, 
Moines. 
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RUBBERLITE Boys and Gils 
SPARKLE WITH VITALITY! 







4 Year ol y $22.5 
d Bo eae 0 
4 Year old Girl.. $22 50 






No. 624-8 
No. 624- 








A wide variety of display forms’ of all 
types are available in RUBBERLITE. Buy 
for style and permanence. See your 
jobber, or write 






R INSURA 
<ov Nee 


RUBBERLITE 


RUBBER PRODUCTS, INC., 2066 canatport AVE, CHICAGO, ILL. 


New York Office: 4 West 37th St., New York, N. Y. 





Put that 
in your Spring and Summer Displays 


with NATURAL BAMBOO ... 


Immediate delivery from the largest stock in the 
y. S. All sizes from % 


ee en Teen hee 


trays, tapa cloth, thatching 


\ 6701-15 Eleventh Ave. Los Angeles, Calif. J 


- « BAMBOO 


Tropical Appeal] 


ANIMATION MECHANISMS 
Difficult mountain crags do not baffle 
the Chamois-he takes them with ease. 
Nor do difficult animation tasks baffle 
FLEXO*ACTION units. Use them on 
your next job. Be sure of your ground. ~ 


TURNTABLES —30 TO 1000 LB. DISPLAYS 


MERKLE-KORFF GEAR CO. 


211 North Morgan Street Chicago, Ill. 


inch to 7 
COMPLETE LINE OF NOVELTIES 
Write for our Catalogue and Price List 


inches in diameter. 





PACIFIC BAMBOO PRODUCTS, INC. 
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Point-of-Sale Gallery... | 


OF NATIONAL DISPLAYS =a 











—The attractive counter dis. 


play for D. Lismer & Co,, 


featuring a new line of . 
Powder-Blend pearls, is by P' 
Copeland Displays, Inc., New al 

York City— : th 


—Powder Horn whiskey is m 
being aggressively merchan- 0" 
dised by G. F. Heublein & th 
Bro., Hartford, and the pub- 
licity program includes the 
window display pictured. ... 
Designed by Lavin Com. B. 
pany, Boston, and _litho- H 
graphed by The Forbes Lith. 

ograph Company, Boston— 


—The smile of the freckle- H 
faced youngster holding o 
bag of Maine potatoes will 
be seen in more than 40,000 
stores this season. The con- 
struction of the potato crate H 
is such that he can hold the ul 
sack as shown, or loose pota- In 
toes can be heaped on his at 
lap. Lithographed and pro- or 
duced by _ Ejinson-Freeman H 
Company, Inc., Long Island 
City, N. Y.— 


—One hundred and fifty-six 
electrical companies use 
"Reddy Kilowatt" to person- O 
alize their operations. This O 
version has a body moulded 
of fluorescent ''Fibestos,” o 
cellulose acetate by Mon- ve 
santo Chemical Company, 
which sparkles when_ illumi- 
nated. Mack Moulding Com- 
pany, Wayne, N. J., moulds 
the figure for Ashton B. Ke 
Collins, Reddy's originator— i es] 


— Department stores and : an 
better retail outlets will ree | — sh 
ceive Bates companion bal- ‘ try 
ustrade displays—a_ large ri ex: 
unit for the window and oa 
small one for the counter. 
The displays are in wood 
and shaped wire, finished in : ey 
white lacquers, and styled 4 Ne 
in American Colonial design. 4 
Originated and manufac- 
tured by Kay Displays, Inc. i tri 


i Raeee 


nT. 





ne\ 
— Canadian Club, _ the : ca 
spirit’ of good neighbors Fx 
is dramatically presented in 
this display of a handsomely 
framed map of the North 
American continent— 


& dat 
$ Sal 
150 
ter 
—Fisk tire displays are con- ™ 
sistently good, and this ex- 
ample is no exception. It [ 
was particularly popular | 
with the firm's dealers. Pro- | 7 Fo 
duced by Ketterlinus Litho- 9 
graphic Manufacturing Com- 
pany, New York City— 
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Transparent Toner : 


Portfolio Released 
aid screen process operators in devel- 


Ps Bye La 
oping new business, the Graphic Arts divi- CRESCENT 1100 SERIES CARDBOARD 
sion of Sherwin-Williams Company, Cleve- 
\ a 


land, has prepared a large color portfolio, 

a reproduced through screen process, using " 
only four transparent toner colors to achieve 
full color effects of unusual beauty. De- 

lis- signed and executed by Franz Weiss, W. L. 


Stensgaard & Associates, Inc., Chicago, the 













b portfolio consists of complete instructions —_ 
be and data, as well as illustrations showing —_ 

the step-by-step procedure for developing a 

four-color transparency. It also shows the 
is multiple color effects resulting from the CRESCENT 
an- overprints. Copies are obtainable at less Quali ’ 
& than actual cost from the Sherwin-Williams BOARDS ' 
ub- Graphic Arts division, headed by Bert Zahn. AnD T his new EXTRA TOP 
the eee COATING offers you a 
m- Baltimore Guild superior ONE os 
“4 Holds Election / SURFACE, improve 
th- re . ERASING QUALITIES and 
— agg —— — * » —— brighter COLOR VERSIONS 

Guild of Baltimore, larles KH. Lenhart, . ‘ 
kle- Hochschild-Kohn & Co., was elected presi- The Smooth Tiere lon Sigel anes 
A dent of the organization. Other officers are: fn woul ary Laminated Mi o Baars 
00 vice-president, Milton Hartmann, Brager- | uced as origina eatures remain unc anged. 
ee Eisenberg Company; secretary, Henry A. | We invite y to try the 1941 Model Crescent 
ole Hawkins, Schleisner Company, and treas- | 1100 SERIES Board — the “most modern” 
the urer, John E. Bonnet, Hecht Brothers & Co. = manufactured ..... SAMPLES ON REQUEST 
»ta- Installation of the officers took place at the 





his annual party, held at the Longfellow hotel 
>ro- on January 25 under the direction of George GQ Product 


| of 
olf) inom geen sees cee CHICAGO CARDBOARD COMPANY 




















fashion. Dinner was followed by dancing 666 WASHINGTON Bivo. . CMEASS', 56%- p, / ' 
P and a variety program. Dor Sale by Leading Dislribulors. —— Cvery : 
/-SiX . 
use er gecree 
- Open Permanent Exhibit 
is . 
ded Of Lithography 
“@ The first permanent exhibition hall de- 
lon- voted solely to the display of commercial 
any, art, and advertising products of the litho- 
= graphic process was opened to the public 
ulds recently at the New York Trade school, 312 
8. East 67th street, New York City. Planned 
nal especially for the benefit of graphic arts 
users, students and teachers of advertising 
and | and marketing, artists and art directors, the 
re- 3 show demonstrates the versatility and artis- 
bal- i try of lithography. The exhibit includes 
arge % examples of all types of production by this 
da 4 method. 
iter. 4 ’ 
ood 4 ancl 
: ‘ i General Electric Produces 
yle : 
ign. New Reflector Lamp 
fac- 4 Ihe lamp department of the General Elec- 
- ; = —— Cleveland, has announced a Your advance Spring displays will have more sales appeal when 
the Sore ' eye — hein — which new Eaton close-cropped Grass Mats form the foundations. Order 
4 Can be ‘ » Tr » > . . 
ve E aad mm either the spot of flood syDe. them today from your display jobber. 
a i xcept tor wattage, the essential technical : ers 
a ‘ data pertaining to the new lamps are the 
ey fg saite as those of the familiar G-E Mazda EATON BROTHERS CORP. 
} 150- and 300-w: a ae s . |) . es 
é ge )-watt reflector lamps. The in  — : 4 cs New York 
termediate size is believed to answer many - 
aii needs in the display field. 
ex 4 —— : 
it fe GLASS SILK (SPUN GLASS) PHOTOGRAPHIC ENLARGEMENTS 
i Change Of Locati | Beautiful Waterfall, Ice and Snow Effects, Motion mats 
pulor on Displays with and without Colorful Lighting, Pure BLO W | Pp & 
Pro- fam For Rubberform | White and Colors—Fireproof and Verminproof. ™ 
itho- 4 When you visit New York be sure to see our From oe. - printed matter. For win- 
2 a Rubberf : ss , — ont New York display. dow and counter display. Mounted or unmounted. 
,om- 2 ail . — yertorm * ompany, manutacturer If Your Jobber Does Not Handle Tracings for Silk Screen Process 
- % 2 er mannequins and advertising dis- GLASS SILE Order Direct... 
{ Pla has removed to new and larger quar- | Manufactured by FRIEDRICH & DIMMOCK NEW YORK SOLAR PRINT CO. 
ters 14W . é r “le are: | Factory: Millville, N. J. 736 Broadway (Since 1907) New York City 
ooster street, New York City. | New York Representative: 7 E. 42nd St., New York 
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The Gshion-Vane . _ 








Color is still the big name in lights along 
fashion avenues throughout America. The 
highly successful run will continue, as pre- 
dicted. But new promotional angles, with 
plenty of fresh appeal will help to keep the 
line forming on the right. 

The general theme of and 
color needs little selling at this date. Greater 
thanks for this to the American liking for 
the gaiety and excitement of color and less 
credit to the super-showmanship of the style 
producers! Reckoning with the staying pow- 
ers of color may be started from this point 
of view. But be credit due where it may, 
ahead is a job of putting over specific colors 
and combinations thereof with an audience 
and waiting to applaud enthusiasti- 
cally. Nice work when you can get it! 

But more news, reviews and previews on 
color later. Right this minute there 
other fashion doings that require immediate 


color more 


ready 


are 


The DISPLAY PARADE 


No. 23 


By FRANCINE POT =a 


notice, and favorable notice, Color 
may be starring this spring, but there are 
any number of new starlets with promise. 
They've emerged suddenly, if not out of the 
void, then at least out of a slightly confused 
scene where inspiration, other than that of 





too. 


color alone, was sorely needed. 
Several of the upstarts are attempting a 


bit of show. stealing. Shoulders, for in- 
stance. At first timid, and looked upon 
doubtfully to boot, the new = shoulder sil- 


houette showed no signs of attracting favor- 
able attention, let alone making a hit. Using 
the strictly feminine line, however, of softer, 
smoother form, with none of the burly foot- 
ball business, shoulders are winning atten- 
tion. 

In order to look new and different 
feminine. without looking droopy and _ nar- 
row, shoulders must achieve with new arm 
seams, subtle tucking, dropped or V-yokes, 


and 


—by Tony Brinker 
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.»» WAS ACTIVE IN THE FOUNDING OF THE 
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PACIFIC COAST ASSOCIATION OF DISPLAY- 
MEN... FOR TWO YEARS WAS SECRETARY 
AND TREASURER OF THIS ORGANIZATION —— 





.-s WEIGHS JUST ABOUT 200 LBS. AND 
\S 6 FEET TALL — HE\S MARRIED, 
AND HAS A DAUGHTER. 


DISPLAY MANAGER, 
FREDERICK & NELSON, 
SEATTLE 


STARTED AT FREDERICK & NELSON 

IN 1922... IN [975 HE ASSUMED CHARGE 
OF DISPLAY AND SALE$ PROMOTION 
WITH THE GEORGE J. WOLFF CO. OF 
oe we. 

oes IN I RNED a 
ERICK & NELSONS ~sianaes 
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and the like. In a word, new shoulders h: 
some details of cut or accent that call att 
tion to themselves. At the same time enou: h 
padding is used to give flattering lines a d 
smoothness. It’s a matter of smart c 
tumes shouldering responsibility for a ni \ 
look without sacrificing anything in the  , 
of good figure lines. 
Carried to the dropp d 


ultimate, true 


r 





—Francine Post— 


shoulders are balanced against full skirts. 
Witness native Indian, South American, or 
any peasant well as so-called 
American primitives, the sloped shoulder, 
confined waist, jutting skirt styles of great- 


costumes as 


grandmother's, or at least grandmother's, 
youth. 
Matters will hardly progress to. true 


dropped shoulders this spring. For one 
thing the narrow, tubular silhouette is un- 
doubtedly the silhouette of the season. It 
is the foundation of the smartest costumes. 
It is expected to have highest acceptance. 
It has registered greatest approval in pre- 
And shoulder interest, but 
not shoulder-less-ness, tops this important 


season buying. 


silhouette. 

But the chic outfit, and the knowing dis- 
play, will call attention to shoulders for 
their new cuts and different details. Due 
credit for a 1941 dating will be given a cos- 
tume by its shoulders. The old, squared 
line is beginning to get shrugs of 
proval now, and can count on getting quite a 
cold shoulder from fashion before the spring 


disap- 


season is over. 

Speaking of the tubular silhouette 
ment ago, it is the silhouette for 
corset makers chiefly prepared with founda- 
tions having the elongated line. Theretore, 
considering the ground work as it were, too 
much can not be said, and with enthusiasm, 
about the vertical look, the up-and-down- 
right-slim look. This silhouette has a lower, 
easier waistline, requires a better drape of 
suit and coat, and jacket. When 
fitted, it 1s not tightly fitted. When loose 
it is not voluminous, but straight, neat, trim, 
and suggestive of the willowy lines of the 


a mo- 
which 


dress 


Chinese figure. 

Indeed, this straight look stems from the 
Chinese. It is as effective in a new, won- 
derfully simple and beautiful Chinese-like 
costume as it is in any of the Western hem- 
isphere, single button suits of gabardine, 
covert or chalk stripe men’s wear suiting, oF 
any other out-and-out Occidental outfits on 
straight and narrow lines. 

Because of the inherent beauty in the sim- 
plicity of Chinese costumes, and because of 
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the current trend in American taste to the 
better cut, unadorned ideal in clothes, the 
Chinese influence is one of the headline 
fashion sources of promise. This source is 
rich in dramatic promotion possibilities. 
There's everything from “news” slants in 
mannequins’ eyes to Mandarin atmospheres. 
And there’s the pairing of accessories 
pairs of flowers on either temple, pairs of 
rings, pairs of hatpins, and so forth. The 
Chinese passion for balanced effects pro- 
vides an exceptionally happy opportunity for 
pairing gadgetry. Interesting, and not too 
incidental. But of vital interest is the 
Chinese way of combining smooth, natural 
shoulders with a narrow, youthful silhouette. 
This tie-in with our present silhouette in- 
clinations, as well as the charm and newness 
of Chinese suggestions in accessories, head- 
wear and gadgets, promises a following for 
this theme. 

Thus far, however, the Chinese influence 
has not carried to any pronounced degree to 
coiffures as has another headline influence, 
the Greek. Reviving “the beauty that was” 
in Athenian fashions as well as drawing 
from current picturesque Greek garb —as 
that of the Evzones—this latter trend intro- 
duces interesting novelties that will find 
ready attention. Note, for one, the ensemble 
of Greek bolero, front drape skirt and tas- 
seled cap. Watch, too, for the Turkish in- 
fluence to edge in beside the Greek. All 
headlines these days are potent with fash- 
ion possibilities. 

But perhaps the most firmly entrenched 
headline influence is the American patriotic 
one, the fashion for red, white and blue, for 
eagles and emblems, officers’ tan, cadets’ 
blue, officers’ coats with back pleats and 
straight fronts, starred and striped gadgets, 
middies, sailor collars on everything from 
manicure sets to dresses, and a hundred and 
one similar styles. They're chiefly for 
youthful consumption, under headings such 
as “Young America Enlists.”. They're win- 
ning recruits every day. 

And don't forget that practically every re- 
cruit means another girl in navy blue. Where 
the patriotic trend is concerned, navy is con- 
cerned. The exceptions are cadet blue and 
officers’ tan. As important as these latter 
two are in fashion’s eye, they're ‘way behind 
navy blue. 

Mention of navy blue re-opens the color 
subject. Of course it’s still the beige to tan 
to brown family for both fashion prestige 
and popular acclaim, after navy blue and 
black, in costumes as well as basic accesso- 
ries. Continuing with color rating briefly- 
check your December Fashion-Vane for full 
details—the sweet pastels are very much 
Present in costumes and will soon be in full 
bloom in flower tone accessories. The stac- 


cato, or vivid shades, are very much in favor 
lor accents, and red is outdoing all expec 
tati hoth as an accent and a basic cos- 
tume color. Witness, for example, shoe 
ord or red styles in heretofore unheard 
oly ers, 

Brighter reds are chiefly trims in shoes, 
witl oxblood type red, sometimes called 
“He et,” considered best for all over 
red it even bright red will be good, as 
the e” accent with a black or navy cos- 
tum lon't forget, too, when studying the 


[Continued on page 54) 
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A ssociation Devoted to the 
Di Vanufacturer, 
isplay ee 
Affiliates and 
E quipment Buyer of Dis- 
M anufacturers play Equipment 
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THANK YOU, Thank you... 


Response to our initial announcement from both 
buyers and manufacturers indicate a growing interest in 
our program. ADEM is YOUR organization! It embraces 
all the display industry, including manufacturers, affiliates 
and buyers. Our cooperative program is planned for the 

interests of the buyer and manufacturer. 

ADEM membership comprises manufacturers of metal, wood, glass 
and plastic fixtures, designers of display forms, backgrounds and 
sculpture, and all affiliated services required for modern window and 

interior display. You can use the combined resources and facilities of 
ADEM for the solution of your next problem. All inquiries will receive 
prompt attention. 


ASSOCIATION DISPLAY EQUIPMENT MANUFACTURERS 


949 BROADWAY—NEW YORK, N. Y. ALGONQUIN 4-7925 
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Our Spring 
and Summer 
Lines 


Have had an outstanding re- 
ception throughout the nation. 
at this early date .. . 


WE THANK YOU! 


COY, DISBROW & CO., Inc. siw four e: 
DISTRIBUTORS 
Fastulite—The Durable Foil. Dec-L-Edge Illustration Papers. 
Yamouth Rounds—-The Display Tubes of Distinction. 
SEND FOR CATALOGS AND SWATCH BOOKS 
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UNUSUAL TROPICAL DISPLAYS 


Consult us first for all your tropical dis- 
play needs. We manufacture complete 
line of Rattan Displays and furniture, 
artificial palm trees, etc., and have on 
hand a full stock of Bamboo, matting, 
blinds and other tropical accessories. 


10.50 *14.50 
*17.50 


Terms Cash, 10% with order, F.O.B. Los Angeles 
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a good 
PRESCRIPTION 
for exciting 

window and 
counter dis- 
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LOSSI- 
ROLL 


the nationally famous, 
widely preferred line of 


display items. 


GLOSSIROLL is strong, 
colorful and versatile in 
its display possibilities. 
Write for detailed infor- 


mation. 


XCELSIOR 


PAPER SPECIALTIES 
CO. INC. 
622 W. 57 ST., NEW YORK 
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Seasons A La Carte 


By E. H. GILLIS 


Jones, Inc., Fairmont, W. Va. 


Last year’s early Easter (March 24) 
proved to us that it is sometimes possible to 
serve up seasons a la carte—not only pos 
sible, but frequently very desirable. 

You will remember that the 1940 Easter 
could not be handled as in the past: the 
usual three-week promotion of Easter en- 
sembles and the like, then a week of post- 
Easter sales—and then sitting tight through 
the between-season period when practically 
every customer is saying “I’m waiting for 
the white season,” or giving a thousand 
other reasons why they will not buy a suit 
or coat after Easter. 

We solved this problem in this way: Three 
weeks before Easter the interior and win- 
dows were converted into spring settings 
(upper photograph) with singing canaries, 
green foliage, and symbolic flower beds with 
assorted spring flowers. This display of sea- 
sonal color was helped by subdued spring- 











theme music broadcast throughout the store 
by the public address system. 

The week after Easter went by as usual 
with sales featuring mark-downs here and 
mark-downs there. Windows and advertis- 
ing played up the same thought. Then came 
the surprise that caught the eve of every 
fashion-minded customer. 

Just one week after Easter, when the 
usual period of customer hibernation begins, 
the windows and newspaper ads blossomed 
forth with “Spring’s A-Bloom! This year 
there’s two seasons—first Easter and then 
spring.” Windows and ads featured new 
suit and coat ensembles, with only a touch 
of white appearing here and there. The 
theme was carried out with white and green 
carts of wood, with grass mat tops set. off 
with potted flowers, while on the cart sides 
appeared the slogan: “Spring's A-Bloom!” 
Sketches of these carts (pictured in the lower 
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otograph) were used in the newspaper ad- 

rtising. Also the merchandise featured in 

e ads appeared in the windows whenever 
practical. 

We've not tried to determine when another 
Faster will be as unusual (it falls on April 
13 this year), but we are convinced that the 
more unusual any season presents itself, the 
more unusual we must present the promo- 
tion. 


THE INTELLIGENT DISTRIBUTION 
OF A DISPLAY BUDGET 
[Continued from page 5] 
departmental and seasonal shop atmosphere 
and Christmas decorations and day-to-day 
promotions. There is a budget for fixture 
requirements. With this budget the display 
manager is supposed to buy fixtures for the 
proper display of merchandise according to 

the needs of the respective departments. 

| know from experience that buyers have 
fixtures for their departments 
many, many times, and although the display 
manager would agree with them and show 
his sympathy toward their requests, they 
were never taken care of because there 


requested 


seemed always to be a shortage of money in 
the budget. Naturally the buyers, after 
making their demands so often and_ not 
getting any satisfaction, would probably 
drop the whole thing in disgust and do 
nothing about it. 

Why has this budget become used up so 
quickly that the display manager was un- 
able to buy the necessary fixtures? I'll tell 
you why—because the desire to dramatize 
the main front of the store was the primary 
objective which the display manager had in 
mind; he probably used up almost every 
penny of his budget in attaining these ends 
so that there was hardly anything left for 
the other uses for which plans and funds 
were appropriated. 

Now I appreciate the fact that the most 
dramatic picture through display should be 
prominently presented in its most conspicu- 
ous front. However, once the display man- 
ager has planned his budget over a period 
ot months with all these problems in mind, 
that manager should see that he carefully 
lives up to the plans originally established 
for the different purposes. 

It should be the responsibility of the dis- 
play manager or his interior display head 
not always to wait until a departmental 
head requests fixtures, but to survey and 
Inspect the departments carefully from time 
to time. Wherever he thinks there is a defi- 
nite weakness and a need of proper refix- 
turization, he should take the initiative and 
call the situation to the attention to the head 
of the department and see that it receives 
the proper attention. After all, the display 
nanager is responsible in most stores for the 
appearance and condition of fixtures and 
Proper fixturization is one of the major 
problems of any store. 
Uherefore, may I end this talk by leaving 
se thoughts in your minds: do not in any 

neglect the dramatization of your main 
nt, but increase to greater effort the de- 
velopment of the quieter sectors of your 
re. and pound away ceaselessly until you 
e attained results. Do not “rob Peter 
pay Paul” in the use of your display 
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Hansen Vest-Kit. 


Packed 
1,000 staples per Kit, 5 Kits per box Y 
of 5,000 staples. 








EFFICIENCY 
DISPLAY MEN 


OUR displays go forward faster — look 
neater, more attractive—have increased 
selling power—with more selling hours—when 
installed with HANSEN one-hand Tackers 
(Kling-Tite and Hansco). 


Another Hansen time-and-steps saver is the 
VEST-KIT that fits the vest pocket and supplies 
a ready, steady supply of staples. 
special design for rapid removal of staples. 


Use this Hansen Tacker-and-Kit combina- 
tion to put your display and sign work on a 
more efficient basis. 















Kit is of 


SEND YOUR ORDER. 





A.L. HANSEN MFG. CO. 


5041 Ravenswood Avenue CHICAGO, ILL 








NOW ...A FLEXING TORSO 


MARLBORO 


MANNEQUIN THRILL OF 1941 


First and Only 100°: Successful 
Flexing Torso in the Display World 


ePERFECT CONTOURS 
eNO BULGES 
eFREE MOVEMENT 


RESILIENT 
LUXURIOUS 
eALL ORIGINAL MODELS 


Salesmen: Choice Territory Open 


Presented Exclusively by 


THE 
DISPLAY EQUIPMENT 


147 W. 37th ST. 





LIVING 


CORP. 


NEW YORK 








Lucite Tops and Fixtures 


MODERNIZE your metal stands with our Lucite 
tops. We manufacture Lucite Fixtures for every 
purpose. Factory prices. Send for catalog. 


920-30 CLIFFORD ST. 
B. L. MOULDEN CO. Sartimone. Mo. 











NEW 48-PAGE Illustrated Catalog FREE 


Showing complete lines of metal fixtures, 
mannequins, chrome furniture and dis- 
play equipment. From factory to you. 


The FIXTURE MART 24, d4c*S°n 
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Sell With MOTION 


If you want to sell displays ... animate them. 
Add to their selling power with motion—motion 
that forces attention, that tells more, that dem- 
onstrates, emphasizes, stages and explains... 
that assures larger audiences, better spots and 
longer showings. 

Speed Way is Animation Headquarters 

For the manufacturers of displays, SpeedWay 

provides: 

(1) An extensive line of dependable 110v back 
geared, flea powered display motors and 
mechanisms. 

(2) 110v animation units (pendulum units) as 
low as 50c each in quantities. 

(3) A complete line of electric display turn- 
tables (skeleton or housed, 2 lbs. to 500 lbs. 
capacities). 

(4) Free Technical Service to display men. 

SpeedWay animation experts work out the 

most practical way to obtain specific mo- 

tions, speeds, synchronization, packaging, 
etc. 












Animation makes displays easy to 
sell . . . makes them profitable to 
buy. Write for new Animation 
Manual and Motor and Turntable 
Catalog Sheets. 


SpeedWay Mig. Co. 
1839 S. 52nd Ave. 
Cicero, Ill. 








The NEW Scientifically Designed 


TRANSPARENT PLASTIC 
TEE TOP 


In all colors of the RAINBOW 


Displays merchandise 
attractively. Shoulder 
shape — made to con- 
form with slope of the 
garment. With 
porated notch for lin- 
slips and eve- 


incor- 


gerie, 
ning gowns. 


A profitable 
item. 


jobbing 





JOBBERS WANTED 














THE HENRY HANGER CO. 
OF AMERICA, INC. 
450 7th Ave. New York City 








REDIKUT LETTERS 


DIE CUT CARDBOARD LETTERS 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 


524 S. Spring St. Los Angeles, Calif. 
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“Humanettes” Are 
Bliss’ Latest 

Miniature figures which act out short 
dramas in the display window are the latest 
creation of Bliss Display Studios, 460 West 
34th street, New York City. Called “Human- 
ettes,” the figures have a repertoire of scripts 
to dramatize and humanize various types of 
promotions. Their first appearance was in 
a display at R. H. Macy & Co., where they 
“played to packed houses;” they followed 
this with a similar triumph at the National 


Retail Dry Goods Association convention in 
New York City. Literature on “Human- 
ettes” is available from the address given 
above. 


Larger Qeeten 
For Artistic 


Artistic Window Displays, according to 
C. F. Williams, president, has moved to 
much larger and finer quarters in the same 
building at 742 South Hill street, Los An- 
geles. The showrooms are equipped with 
fluorescent lighting, chrome furniture, ten 
streamlined backgrounds, and a very com- 


plete stock of quality display materials and 
equipment. 


Book On ' ‘Closing Sales" 
Worth Reading 
DISPLAY WORLD has 
view the book “Secrets of Closing Sales,” 
by Charles B. Roth. Published by Prentice- 
Hall, Inc., 70 Fifth avenue, New 


recel ved fe yr re- 


York City, 








—Above are the first and second prize winners in the 
Top, winner of $100, by John Gosselar, Rimes & Hilde- 


Inc., 10 East Kinzie street, Chicago. 
brand, St. Joseph, Mich. 


Below, awarded $50, by Homer Meyers, 
Shoe Store, Fort Wayne— 
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at $2.50, the book gives tested technique 
for putting through the final touches whic 
frequently mean the difference between 
sale and a lost order. In the display fie! 
studio salesmen will find it probably mo 
profitable than displaymen in general, b 
the book is interesting reading for pract 
cally anyone. The author is sales and a 
vertising counselor to a number of promine: 
business corporations. 





Real Estate Firm Plans 
Novel Use Of Display 


A new departure from the customary a 
vertising of a real estate firm is planne 
by Pease & Elliman, Inc., New York Cit 
Having just installed its own advertisi 
department (the first New York realty fir: 
to do so) the company is now to devote it 
ground floor windows to the displays of na 
tional advertisers such as General Electri: 
Frigidaire, and others having products i 
the firm's buildings will be invited to use tl 
windows, making a tie-in between their prod 
ucts and the buildings. 


Sisson Brothers-Welden 
Appoints Bacon 

Following the resignation of Arthur Doud 
who has not yet announced his future plans, 
Harold F. Bacon has been appointed dis 
play manager for Sisson Brothers-Welden 


Company, Binghamton, N. Y. Bacon was 


formerly with Resnick’s, and had served as 
art director for Fowler, Dick & Walker, 
of the same city. 











"'Flexit'’ contest sponsored by Greggory, 






The Feltman & Curme 
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“Live Miniatures’ 
Now Available 

Ad-Pro Displays, 509 West 56th street, 
New York City, has made available a com- 


plete itinerant display unit in which human 
beings play natural roles, but seem to be 
but 3 inches in height. No motors or 


mechanisms are required for the display, 
which recently stopped a clocked average of 
2.300 people per hour when shown at Frank- 
New York City. The contract 
making the “race of little people” available 
was signed by Ad-Pro and Yermi Stern 
Commercial Attractions, Inc., holders of the 
patent rights for the device, through Murray 
of the Stern organization. 


lin-Simon, 


Jracker, 





Reflector Hardware Booklet 
Contrasts ''Past Era” Display 

A very interesting brochure has been put 
out by Reflector-Hardware Company, West- 
ern avenue at 22nd place, Chicago, in which 
the display of by-gone days is contrasted 
sharply with that of modern times. 
are available on request. 


Ce pies 





Catalogue Issued 


By Podgor 
Joseph E. Podgor Company, Inc., 618 
Market street, Philadelphia, has issued a 


very comprehensive 128-page catalogue cov- 

variety of display materials and 
ranging from brushes to turn- 

available on request. 


ering a 
equipment 
tables. Copies are 


Applegate With 
Display Firm 

Claude C. Applegate has joined Harford- 
Hussey-Woodward, Inc., New York City 
window display specialists, as account exec- 
utive. 








COMING UP! 
Washington’s Birthday — February 
?? 


National Sew And Save Week — 
February 22-March 1. 

Farm Day—March 8. 

Girl Scout Week—March 12-18. 

International Bowling Champion- 
ships—March 13-April 28. 

National Wild Life 
Week—March 16-22. 

St. Patrick’s Day—March 17. 

Spring Begins—March 21. 

Baseball Week—March 29-April 5. 

April Fool’s Day—April 1. 

Army Day—April 6. 

Easter Sunday—April 13. 

National Garden Week—April 13-19. 

Pan-American Day—April 14. 

National Foot Health Week—April 
21-26. 

National Fishermen’s Week — April 
26-May 3. 

Confederate Memorial Day — April 


Restoration 


26 


National Better Homes Week — 
April 27-May 3. 


National Baby Week—April 28-May 
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120-26 WOOSTER STREET 





5! 

Papier Mache | 
Distinctive ... 
Strong... 
Featherweight .. . } 

Beautifully Sculptured—Every Detail Retained 
(With or Without Flexible Waist) ; 

Perfect, Smooth Enamel Finish—Smart horse- 3 
hair wigs beautifully styled. Featured in lead- $ 
ing stores—popularly priced. ; 
Mannequins (Papier Mache or Plastic) } 
Manufacturers Models, Display Forms } 
Jobbers Territory Open ... Write for Information 
AMERICAN MODEL FORM COMPANY, INC. 
Phone Canal 6-7932 NEW YORK, N. Y. ; 








FOR USE IN 
STORE WINDOWS 
CHILDREN’S DEPTS 
PLAYROOMS 
NURSERIES 
Oe AND ON 
SALES FLOORS 
COUNTERS 
TABLES 
, LEDGES 


FOR YOU Fe 





COLUMNS 
BACKGROUNDS 


WALT DISNEY’S 
FAMOUS MOVIE CHARACTERS 


FEATURED IN 





SPRING AND SUMMER 
DISPLAY MATERIALS CATALOG 
SEND FOR YOUR FREE COPY !! 


THE REYBURN MFG. CO., INC., PHILA., PA. 














SPRING — SUMMER DISPLAYS 


Our complete, attractive catalogue now ready. 
Write for your copy today. 


Marcus Window Display Service, Inc. 


112 Lincoln St. Boston, Mass. 
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eNEW 


ALPHABETS 

Following Modern Trend 
®NEW SCRIPTS 

Useful on Store Fronts 


®°NEW IDEAS 
For Sign 
PRICE 
Effective Jan. 31 


SPANJER BROS. 


Newark 


and Display Men 


LIST 
, 1941 


eNEW 


Chicago 














Send for the 


“In 1891 








> AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 















Steal the 


KASTER SHOW 


ity F, sie 


ALLURE-ETTES 


Your Easter displays will surely steal 
the show if you take advantage of the 
magnetic stopping power of Allure-ettes. 


With Allure-ettes you can also steal 
the imagination of passers-by who are 
constantly seeking greater allure and 
glamour through a new hosiery style or 
color tone. These beautiful leg forms, 
modeled in dainty Fairylite, give hosiery 
a glamorous, exotic allure that capti- 
vates every feminine heart. 

The secret of the 
\llure-ettes is in the three exclusive Fairy 
Form display effects — NEUTRA-TONE, 
GLAMOUR-GLO and TRANSPARENT. 
These unusual effects offer unlimited possi- 
treatments. 


powertul appeal ot 


bilities in intriguing display 
Our latest Allure-ette folder features 
a new selling power in hosiery displays. 


4 copy is yours for the asking. Why 
not write us now—a post card will do. 


SHOE FORM CO. Inc. 
AUBURN, N. Y. 
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DISPLAY WORLD 


Think this 








Every displayman who read the January 
issue of DISPLAY WORLD from cover to 
cover must have realized that here was a 
belated Christmas gift wrapped up in words 
of inspiration, tied with ribbons of unlim- 
ited opportunities and filled with a bright 
future for his profession. The comments 
should have heart beat faster, 
raised his head erect, and given his soul a 


made _ his 


tonic of encouragement to know his profes- 
sion is climbing to the top. 


Some displaymen lack the ability to sell 
In this respect they are not as 
smart as the Greek restaurant owner who 
featured hams on the menu. Other restau- 
rants had hams also, but he told his public 
the ham he used in his restaurant came from 
the right hind leg of the hog. The sign in 
his window told the story. It explained that 
a hog always scratches itself with its left 


themselves. 


hind leg. Since this leg is more exercised, 
its meat is more muscular and tough. There- 
fore, the ham from the right hind leg is more 
tender—and that’s what he buys and serves 
his customers. 

We in the display profession have not been 
selling the “right hind leg,” so to speak, to 
our executives. We have been letting our 
brethren, next to the front office, the adver- 
tising man, sell the “left hind leg” as the 
“ham what am!” as a promotion medium. 
We have the best medium, but lack the 
Greek method of presentation. I think it's 
high time to present ourselves to the man- 


CUE... 


By FRANK G. BINGHAM ies 


agement as a selling department, not a- a 
necessary evil part of the store’s overh: id 


expense. 





—Frank G. Bingham— 


Recently, in discussing this lack of selling 
one’s ability with a friend who calls on 
many displaymen throughout the country, he 
said: “The advertising man is always in or 
can be located in the store, but the display 
manager in many stores is a minus quality. 
He seldom says where he is going to his 
assistants, in many cases hasn't a call bell, 
never notifies the switchboard operator, and 
if you don’t know his favorite hang-outs 
within a couple of blocks of the store, you're 
just out of luck.” 

It is logical to assume that if a salesman 
can not locate you during store hours the 
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—'"'The boss OK'd his display budget without a single question!'’— 
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PEEDMATIC _TACKERS, 


"Positively NEW” 


Patented—No. 1,808,459 


FLEXTURE FOR 





“A well 
displayed coat 
is a suit 
half sold” 


Quickly 
Inserted! 
Easily 
Removed! 





Note How 
Perfectly the 
Outer Sleeve 

Hangs 


GOODMAN siceve'rcm COMPANY 


makers of the famous 
Goodman Patent Sleeve Forms + Motion 


19 West 34th St., New York, N. Y. 








SAUNDIA GNV ‘SATAVLINUNL GATLNVUVND ‘NOILVZILVAVUad 


Distributors and Agents Wanted 


WRITE FOR LATEST LITERATURE ON BIRDSEYE SPOTLIGHTS, -«¢ 











Patented Shoulder Covers, and Miroflex Products 


“SUNFILTER” 


TRANSPARENT SHADES 
INSURE 


YOUR 
WINDOW 
DISPLAYS 
AGAINST 
FADING 


SUNFILTER SHADE CO. 
1063 South La Cienega Boulevard 
Los Angeles - - California 








MADE TO MEASURE 
DELIVERED COMPLETE 
WITH ALL FIXTURES 
READY TO INSTALL 
SAVES FADING LOSSES 


PRICES QUOTED UPON REQUEST 














““FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 


Will Ave. & 135 St. 
FLAME-GLO Co. Inc. NEW” YORK CITY 











TBAYER & CHANDLER AIRBRUSH 


for Catalog 5? 


THAYER ¢ CHANDLER | 
S10 W.VAN BUREN. ST... CHICAGO. ILL. 
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head executives must have trouble doing so 
and naturally they turn over their orders to 
be given to the man that’s on the job— 
right next door, the advertising man. This 
soon becomes a habit. If you're one of these 
fellows who neglects to mention where 
you're going or how long you expect to be 
gone from the store, take a hint and correct 
that habit. 


The old idea of the linoleum tube with a 
piece on the outside of the glass and lines 
painted as if the glass were broken has 
taken on many new forms of life lately. 
Palm leaves came out through the glass dur- 
ing the southern windows recently, and 
Maurice L. Rothschild pasted swatches on 
the outside of the glass with a card saying: 
“Just feel this!” Any day now don't be sur- 
prised to see a hosiery promotion with a 
mannequin’s leg through the glass—with the 
same copy. 


A letter brought this question: “I like the 
store I am working for but have reached the 
top in salary. What shall I do, because I 
Should | look 
for another job in a bigger store or be satis- 
fied with what I have here?” The answer 
is in two parts. First, never be satisfied to 


want to earn more money? 


stand still, because stillness is stagnation; 
always try to do better; never stop aiming 
higher. Second, if you like your store and 
want to stay there, try to find something 
more to do that will be of value to your em- 
ployer. I recall two cases of this in the 
state of Illinois. John Homer, Ackemann’s, 
Elgin, took over additional duties as_ store 
superintendent and made himself doubly 
valuable to his store. Hugh Henry, Living- 
ston’s, Bloomington, handles both display 
and store superintendent duties in a capable 
manner. Both of these men have found that 
extra value to your employer pays extra 
dividends. 

“You're in the Army Now” wasn’t just a 
wise-crack for Harry Craig, interior display 
manager at L. S. Ayres Company, Indian- 
apolis. He happened to be a first lieutenant 
in the national guard assigned to the ait 
corp down Mississippi way. Happy land 
ings, Harry. 

Brooks’, Washington 


“Your suggestion for a change 


John C. Taylor, 
D. C., writes: 
in name of our association is timely; in 
fact, I'd say past time—it should have hap 
pened long ago. Here are my suggestions 
\ssociation of American Display, Display- 
men’s Association of America, and Display 
men of America Association.” Thanks, John, 
and here’s hoping we will have many more 
to add to this before the convention gets 
under way. 


Ruth Lake Joins 
Richmond-Septembre 

The fashion staff of Richmond-Septembre. 
New York City publicity agents, has been 
augmented by the addition of Ruth Lake, 
fashion specialty writer and former adver- 
tising instructor at the Center School of 
Adult Education. She will cover fashions 
and trends in window display and head a 
service supplying information on late de 
velopments in retail window advertising 








SLACK ENSEMBLE UNIT. Special draping ba 
ME. DARCRAFT Papier-Mache Relief Bust 
ovlders and neck, Bimini finish Fitting 


Permits full drape effect of any garment 


WRITE FOR PRICE AND FREE 
COPY OF LATEST SUPPLEMENT 
CATALOG I65—THIS SEASON'S 
SMARTEST MERCHANDISERS 





AUTHORIZED DISTRIBUTORS 


ATLANTA—W. ©. Latimer Company 
BUFFALO—Bison Display Fixture Company 
BOSTON—New England Decorators’ Supply C« 
CLEVELAND—B. B. Levy Fixture Company 
CHICAGO—Carson Pirie Scott & Company 
CHICAGO Cameron & Company 
CINCINNATI—Reinermann Fixtt Company 
DULUTH —Shur-Nuff Display Mi: ate nce 
DALLAS—Southwest Fixture Company 
INDIAN APOLIS—National Tine ,rators Supply Ce 
KANSAS CITY—Harvey J. Maxwell Company 
MINNEAPOLIS—Shur-Nuff Display Materials 
NEW YORK CITY—Nat Siegel 

NEW ORLEANS~—Isidore Levy 
OMAHA—(O|tmanns 

PITTSBURGH—Art R. Cohen 
PHILADELPHIA—Sexgal!l & Sons 

ST. LOUIS—Garrison-Wagner Company 

SAN FRANCISCO—C. Barrango & Company 
SEATTLE—Champion Display Material Company 
LOS ANGELES—Al. Halverson, In 


DARLING 
SAYS 


DISF 


A. DARLING COMPANY 


MICHIGAN 
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OPPORTUNITY EXCHANGE 








MAKE YOUR CHRISTMAS 
WINDOWS THE MOST IN- 
TERESTING IN YOUR CITY! 


Unit display groups of old-fashioned figures that 
are original—different strikingly sculp 
tured, they are finished in oil colors. 


They are faithful character reproductions of 
periods in early American life. Each set con 
sists of several figures and they will make your 
windows the talk of your city. Sets are: 


Southern Christmas, Gay Nineties, 
Puritan Set, Carol Singers, 
Shoppers Set, Visitors Set 


Original cost of figure sets $825... may be 
purchased at an unbelievably low figure. If 
interested, write or wire for full description and 
particulars. 


WILBUR REED, Display Manager 


Missoula Mercantile Company 
MISSOULA - - - MONTANA 





MANNEQUIN SALESMEN 


One of the most outstanding firms featur- 
ing several priced lines has openings for 
live-wire salesmen to cover South, Middle 
West, and West. Applicants must be of 
high repute with widespread following 
and indisputable record of volume sales. 
Strictly confidential. 


Address CONTACTS 


Care DISPLAY WORLD, Room 1101 
175 Fifth Ave. New York City 














MANNEQUINS 
By Chellini 


Creators or real life American mannequins at 
popular prices. We have just added seven new 
numbers to our mannequin family including 
new debutante figures 


Jobbers Wanted 


in All Territories 


Also manufacturers of complete line of lucite 
and plastic novelty display fixtures 


Chellini Mannequin Co. 
119 Chrystie St. New York City 


Several Good Salesmen Wanted 


SALESMEN! 


Profits for You 
WHEREVER THE SUN SHINES! 


California Transparent 


SUN SHADES 


Needed by all types of stores. Protect merchan 
dise from fading and other sun damage. Unique 
qualities of our shades repel 98% of sun’s de 
structive actinic. rays. Powerful advertising 
campaign to pave your way. Leads furnished. 
Protected territories to qualified men. Please 
write fully to: 


Transparent Shade Company 


Chamber of Commerce Bldg. 
Los Angeles, Calif. 








SIGN AND SHOWCARD WRITER 
First class, fully experienced on display back 
grounds, lighting, painting. No amateur, Good 
references. Honest. capable. Please write me 
full details. Will travel. 
Address “EFFICIENT” 


Care DISPLAY WORLD 
175 5th Avenue New York City 











FOR SALE — WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECORATORS 
Made on heavy fleece lined Jersey cloth, 55¢ pr., 
$3.25 half doz., $5.25 doz., postpaid. An elastic 
tape band is sewed in the top. U. S. Patent 
1,494,653. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 


COURSES IN WINDOW & STORE DISPLAY 
Background Design; Merchandising Ideas; Ex- 
hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Dept. DW2. 








CHICAGO TERRITORY 


Manufacturer's representatives of display 
materials in metropolitan Chicago want 
non-competitive lines. 
Address “F, E,” 
Care DISPLAY WORLD 


CREATIVE DISPLAY TRAINING in all 
branches, including Windows, Interiors, Back- 
grounds, Store Fronts, Exhibition Booths, Model 
Building, Showeards; also Retail Sales Promo- 
tion and Advertising Layout. Moderate tuition. 
Free Placement Bureau. Request Booklet **DW.” 


DISPLAY INSTITUTE 
3 East 44th St., New York MUrray Hill 2-5567 








ADVERTISING—HOME STUDY—The Advert 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common_ school 
education sufficient. Send for free booklet out 
lining home study course and requirements, 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266C Chicago 


RECLAIMED 


Your used Cutawl! chisels Nos. 24, 0, and 3 re 
sharpened as good as new tot 


30c per Doz. 


JOHN MEIKLE MFG. CO. 
1902 E. Cook St. Springfield, Ill. 








DISTRIBUTORS AND SALESMEN 
Wanted For 


PLASTIC CARD HOLDERS 


rhe attractive and modern accessory for every 
‘ ; 
display Write for samples and prices 


TRANSPOSTER SERVICE 
729 Boylston St. Boston, Mass. 





POSITION WANTED 
Experienced display artist (female) wishes per 
manent position with progressive concern. Hard 
worker, ambitious, creative ability. Art school 
graduate. Would travel. Best references. 
Address “ROBERTA” 
Care DISPLAY WORLD, Room 1101 
175 Fifth Ave. New York City 




















- WANT ADS—Of all kinds, eligible for the Opportunity Exchange. 
March 


cash with order. 


forms close March 10. 


Only $2.00 per inch, 


FEBRUARY, i°4} 


THE FASHION-VANE 
[Continued from page 47] 


dash or splash of red, that beige with ed 
was accepted last spring and can onl, go 
on to greater acceptance this season. 

For new angles on color turn to the ¢ eat 
American theme in fashion... go beyon« ‘he 
patriotic to the natural resources, the dc ert 
with its pueblo colors and its sage, ca tus 
and shadow Remember that the 
American West, with all its romance ind 
color, has just begun to be used as a fas’ ion 
source. We're just getting into Indian in- 
fluences, Grand canyon colors, and inspira- 
tion from our western traditions. he 
round-up of saddle leather accessories is but 
a starter. 


colors. 


Now, to glance at other styles of impor- 
tance: Keep an eye out for softly casual 
coats and suits in covert, and suits also in 
gabardine. They're top fabrics! Coat news, 
in addition to the back interest officers’ style, 
with shining buttons, includes other types 
of fancy back reefers, and now the beauti- 
ful, flattering new shirtwaist coat, with waist- 
line darts that give a bloused shirt effect. 
This latter is good in a semi-dress type, or 
a casual type. The status is determined by 
the type of fabric used. 
acceptance met by the 
straight-and-narrow silhouette, stripes are 
rising rapidly to popularity. These stripes 
are of the fine type, chalk or pinstripes, very 
subtle. More popular than stripes are the 
jacket suits in Glenn plaids. The single or 
two-button jackets with diagonal pleated 
skirts are the leaders. Glenn plaids have 
exceeded predicted popularity, and will con- 
tinue to be in demand. 

Not to hark back to the Chinese trend 
again, but to speak of our own all-American 
pairs, there will be endless match-mate ac- 


Due to ready 


cessories; matched gloves and hat colors; 
matches in shoes and bags, in scarfs and 
hats, and so on. Nothing approaching the 
perfection of this season's matched styles 
and colors has ever been attempted before 
in accessories. 

All of this suggests not only dramatic dis- 
plays, but new harmony and beauty of en- 
sembles. But perhaps the greatest single 
stride made in the direction of more beauty 
is the move to push most hats to the back 
of the head, or at least place them on top so 
that flattering pompadours and bangs and 
front hair and brow lines show. Fashion 
plays the fairy god-mother and makes every 
feminine face prettier for spring, via the 
framing hair-dos and hats. 








HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 
clear and comprehensive. Every detail ot 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 
School.”’ Write for information. 


WILL H. BATES, Box 101, Ellsworth, Ill. 


—— 





— 





DISPLAYMAN WANTED 


Window trimmer, background construction nd 
interior displays. Permanent position and goo 
opportunity for young experienced man 1n s! ull 
sized, popular priced department store 1n central 


Illinois. 
Address “I. M.” 
Care DISPLAY WORLD 
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mem AT LAST! 











A plastic com- 
pound that produces 
THREE DIMEN- 
SIONAL LETTERING 
on glass, wood, fab- 
ric, metal or card- 
board, etc. 


This sensational, new material opens 
limitless possibilities for exciting, novel 
effects. With it you can create practical, 
beautiful disp!ay cards, signs or letter- 
ing of any sort. 


Stylo Plastic is easy to apply, perma- 
nent, ond extremely economical to use. 
Available in a wide variety of colors. 

Standard can with full equipment and 
instructions (enough for 75 
igus) if Omly.......... : . 


For further information about this sen- 
sational new material write 


KLARION MERCHANDISING CORP. 
17 W. 45th St., New York, Dept. 00 














JOBBERS! 


Important 


NEW 
LINES 


in Ladies’, 





Men's, Chil 
dren’s man 
nequins and 
forms. High 


quality wigs 
in latest 
coitfeur fash 
ions. We of 
fer style and 
durability at 


lowest prices 


Write for 
photos 


DISPLAY MANNEQUIN, Inc. 


257 WEST 17th ST.. NEW YORK 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 











DISPLAY WORLD 


Questions and 


Awswers 





Question: I am wondering if you know of 
any and 
and 
Your advice will 
Grand Junction, Colo. 


way in which coarse gravel fine 


sand can be dyed a given color not 


stick together as a result. 


be appreciated. 


Answer: There is a highly concentrated 
paint (the name and source of supply have 
been sent you) which comes in a= variety 
of colors and which is particularly suited 


for this work. Place several handfuls of the 


sanl or gravel on a sheet of cardboard or 
similar material and about one teaspoontul 
of the paint onto the sand. then 
into the until it is all thor- 
oughly coated. (Rubbker gloves will protect 


This is 
kneaded mass 


your hands during this operation.) Repeat 


until the necessary quantity of sand or 
gravel has been treated, but bear in mind 
that this paint is explosive if brought near 
a flame. This method retains the natural 


sheen of the material, whereas spraying the 


sand or gravel with a cold water paint, as 


some displaymen do, destroys the sheen 


Question: What would you suggest as the 


best way to letter sales messages on sheets 
cf plastic ?—Newark. 

\nswer: Colortul illustrations or sales 
messages can be painted on plastic sheets 
with japan colors. Best results are ob- 
tained by silk screen process, using good 
process paints. Lacquer colors can be used 


for air brush illustrations. Care should be 
that the surface is clean before 
applying the paint. The 
can ke placed below the transparent plastic 


which 


used to see 


lavout or design 


sheet, makes tracing easy. 


Should turs be given 


cial treatment before being placed in a win 


Question : any spe 


cew display ?7—Durham, N. C. 
Answer: Yes. The appearance of the fun 
garment will le greatly improved if it is 


glazed andl beat out betore going on dis 
play. Many displayvmen fail to have this 
done, with the frequent result that the fur 
looks crushed and matted. 

Question: In the October issue you men- 


“natural” 
tor the displaymin who enters the army. | 
tried to get this 
Lranch of 


tconed the camouflage corps as a 


have more information on 
but 


lecal enlistment officer suggested that I write 


service, without result. Our 
you tor turther details as to requirements, 
into this branch through con 


Enid, Okla 


if one can get 


scription, and so on 


Answer: The local recruiting station says 
that this is a special branch of the army 
about which they have no details. Full in- 
formation can be obtained, however, from 
the Adjutant-General, Washington, D. ¢ 


Mannequin Catalogue 
Now Available 


\ brochure firm's line ot 
1 )i¢ arlo 
Company, 


York Citv. 


the 
mannequins has been produced by 


showing 


Lukins Manufacturing 
127 New 


Copies will be sent on request. 


Display 


Inc., Gareene street, 
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* 
Add 


a 
Spot 
of 
Beauty 


... this new decorative, all-purpose, 


150 Watt, Spot and Flood 
STREAMLINE REFLECT-O-LITE 


Satin chrome finish. 6" overall dia. 





Cat. No. 353: with swivel cover for ceiling 
or wall mounting directly on outlet box. 
Bulb not included. List Price $10.00 


Cat. No. 352: with swivel base, cord and 

plug. For window, counter and floor use. 

Bulb not included. List Price $10.00 
BULBS 


Spot and flood, 1,000 
hour life. 
Reflector type 
R4 $0.95 


Projector type 
PAR38 $1.40 


COLOR 
Glass filters 
Each $2.00 





Prompt Delivery 


CENTURY LIGHTING, INC. 


419 W. 55th St., New York City 


PROTECT 


Your Merchandise 


from FADING! 














with = a 


CALIFORNIA “//1\ 


Transparent 
SUN SHADES 


Now you can display your most 
delicate fabrics and colors with- 
out fear of fading or other sun 
damage. Our Absorption shades 
repel 98% of the sun's destructive 
actinic rays. Approved by F.H.A. 


WRITE TODAY for descriptive folder, 


and sample swatch. 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 
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Display 
Worid 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


[) Air Brushes 

() Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
_] Plaques (Window) 

(} Papier Mache Specialties 
{) Photographic Blowups 
CL) Plastics 

CL] Price Cards—Tickets 
() Price Ticket Holders 
{] Sale Banners 

C) Socks—Window 

(J Show Cards 

} Show Card Colors 

] Show Cases 

[) Show Case Lighting 
() Signs—Card Holders 
[] Signs—Brass—Bronze 
Signs—Electric 

Sleeve Forms 

Stencil Outfits 

Stock Posters 

Store Designing 

Store Fronts 

Tackers 

Time Switches 
Turntables 

Valances 

Wall Board 

Window Lighting 


[} Do you wish a copy of their catalogue? 
[] Do you plan to remodel your store soon? 
{) Do you plan to build a store soon? 


MAIL TO 
DISPLAY WORLD 
CINCINNATI, OHIO 
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FEBRUARY, 1916 

Harvey Williams, formerly with Gimbel 
3rothers, New York City, was placed in 
charge of display at Stewart & Co., of the 
same City. 

Ed Glazer became first assistant at Best & 
Co., New York City. 

Five new display clubs applied to the 
International Association of Display Men 
for charters. They were composed of dis- 
playmen from Springfield, Ohio; Fargo, 
N. D.; Charleston, W. V.; Dayton, Ohio, 
and San Antonio. 

The Twin-Ports Association of Display 
Men elected the following officers : president, 
J. E. Hopkins, George A. Grey Company ; 
vice-president, A. W. Erickson, Hill Cloth- 
ing Company; secretary, R. B. Johnson, 
Floan-Leveroos Company; assistant secre- 
tary, M. Norske, Silberstein-Bondy Com- 
pany; treasurer, H. J. Maki, Columbia 
Clothing Company. 

Buffalo displaymen formed a local club 
with Clement Kieffer, Jr., Kleinhans Com- 
pany, as president. Other officers were 
Charles Cook, vice-president; J. E. Genrich, 
secretary, and George Murray, treasurer. 

Officers elected by the Birmingham dis- 
play club were: president, Samuel Friedman, 
J. Blach’s Sons; vice-president, John Free- 
man, Burger Dry Goods Company; treas- 
urer, Stuart Riddle, Drennen Company; sec- 
retary, F. O. Farrabee, D. & A. Rich Shoe 
Company. 

Display managers and first assistants of 
Philadelphia met for a dinner at the Pen- 
coyd Country Club, after which a bowling 
match was arranged. The two teams were 
captained by F. D. Carrigan, Strawbridge & 
Clothier, and Joseph Kelley, Lit Brothers. 

Nearly 100 Southern California display- 
men attended a banquet in Los Angeles at 
which George A. Cowan, president of the 
Koester School, Chicago, was guest speaker. 


FEBRUARY, 1931 


Following the resignation of W. L. Stens- 
gaard as general retail sales and merchan- 
dise manager of Montgomery Ward & Co., 
Chicago, Carl Haecker was appointed assist- 
ant sales promotion and advertising manager 
of the firm, with the display department 
under his supervision. At that time Haecker 
was president of the Chicago Display Club, 
vice-president of the International Associa- 
tion of Display Men, and chairman of the 
Display Departmental, Chicago Advertising 
Council. 

Lothar Dittmar opened his own display 
service organization in New York City. 

Plans were progressing for the Southern 
Display Men's Association convention sched- 
uled for May 3-6, at the Hotel Gayoso, 
Memphis. 

Everett Quintrell, Elder & Johnston Com- 
pany, Dayton, won first prize of $100 in the 
division for cities over 100,000 in the Hoover 
sweeper contest. William A. Montgomery, 
Crosby Brothers, Topeka, won a_ similar 
award in the 25,000 to 100,000 classification. 


FEBRUARY, 1941 








ADVERTISING INDEX 


FEBRUARY, 1941 
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International Register Co ce BN 
Klarion Merchandising Co 55 


Korrect-Way Display Products 
Inside Front Cover 


Maharam Fabric Corp Inside Back Cover 


Marcus Window Display Service ae On 
Mechanical Man, Inc.....Inside Back Cover 
Merkle-Korff Gear Co ; 43 
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Mitten's Display Letters Co ace tee 
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New York Solar Print Co 45 
Opportunity Exchange 54 
Paasche Airbrush Co 42 
Pacific Bamboo Products, Inc 43 
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Reflector Hardware Corp 4\ 
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Stensgaard & Associates, Inc., W. L ‘3 
Sun Filter Shade Co 53 
Thayer & Chandler 53 
Transparent Shade Co 55 
Tropic Shop . 47 
Wideroll Paper Co Inside Back Cover 
Williams, Inc., Jas. B 2 
Wold Air Brush Co 5! 
Zeppen-Field Studios, W. M 23 

















FEE} 


MAH 
CAI 


DIS 
N) 


Com 


NEW 









































\ 
IMAGINE THIS COLORFUL ONE-PIECE BACKGROUND 
IN YOUR WINDOWS AT A COST OF LESS THAN $2.75 
PER WINDOW! (A TWELVE YARD ROLL WILL COVER 


TWO WINDOWS EACH TEN FEET HIGH AND EIGHTEEN 
FEET LONG.) 








EASILY INSTALLED, SIMPLY STAPLE OR TACK OVER YOUR 
PRESENT BACKGROUND. NO PAINT, NO FRAMING, NO 
UNSIGHTLY JOINTS. 


IS A QUALITY BACKGROUND ART PAPER IN TEN 
EXCLUSIVE "DECORATOR'S COLORS." DUSTY PINK, AIR 
BLUE, FOAM GREEN, SUN-GLO YELLOW, AMETHYST, 


FIRED-CLAY, FLAG RED, NATIONAL BLUE, FOREST 
GREEN, AND WHITE. 

SOLD IN ROLLS 
TWELVE YARDS LONG $0.45 
TEN FEET WIDE x SRO 
FIFTY YARDS LONG $71.50 
TEN FEET WIDE 21 ROLL 


IS A HEAVY SEMI-RIGID, FIBRE PULP BASE, ART PAPER 
WITH A SPECIAL MAT SURFACE FOR ALL TYPES OF ART 
WORK. MADE IN SOLID MIXED-IN-PULP COLORS, NOT 
COATED. THE WIDEST AND BEST PAPER OF ITS KIND 
AND THE MOST ECONOMICAL TO USE. 


WRITE FOR SAMPLES TODAY 


4815 FLOURNOY STREET, CHICAGO 











NEW SPRING 
SHADES IN 
FABRICS 


@BEACH CLOTHS 
@FISH NET 

@COTTON ROPING 

@ CRASHES 

@ LEATHERETTES 
@CORK PRODUCTS 
@BAMBOO PRODUCTS 
@LAMILUXE 

@ PLASTIC NOVELTIES 
@ PLIOFILM 
@NO-SEAM STRIPES 


MAHARAM 
CAN FILL 
EVERY 
DISPLAY 
NEED 










@FYBOARD MATS Full Life Size. Comes Completely Dressed, Ready to Operate. 
@ @GRASS MATS Lees. Ar and Head Move in Realistic Manner 

@ QUILTFOILS sCgs, ms ane eat Oo i i . 

@ DISPLAY PAPERS For Particulars Write 






2d LE 
FABRIC CORPORATION. 
Comp'ete Line of Display Fabrics & Accessories 


—w YORK—130 WEST 46th STREET 


St. Louis Los Angeles San Francisco 
915 Olive St. 819 Santee St. 830 Market St. 





Want to Buy a Baby? 


The Whole Country Is Talking About 
This Unusually Life-Like Display 





MECHANICAL: MAN 


745 FIFTH AVENUE 


IT STOPS 
THEM! 


INTRIGUES 
THEM! 


SELLS 
THEM! 


NEW YORK CITY 

















WOODGRAINS 


Natural woodgrain designs repro- 
duced in exact photographic detail by 
photo gravure. Twelve finely grained 
woods. Apply them for case linings, 
floor coverings and wall panels, where 
they will add extra beauty to sur- 


roundings, extra sales appeal to dage 
ar 


plays. 
PRESTO TAPES 

One-inch wide tapes of m@m-CUrling 
foil, both plain and embossed. Fin- 
ished in gold, silver, copper, blue, red 
and green. They reqg@ife no moisten- 
ing, adhere instant}y €6 paper, cloth, 
wood, glass and née@tal 


AUTOMATIC TACKERS 


Three popula® fypes of tackers de- 
signed espe@i@lly for the Sign and 
Display In@tigtry. Easy to handle— 
fast—econ@mical. 


JUMBO CORRUGATED 


72” x 1§* Jumbo curve with large one 
inch imwefted flutes suggests simple 
Greciaf# Beauty. 96” x 12’ Super curve 
with (§8%” convexed flutes presents 
many! @Husual display possibilities. 
Available in popular colors. May be 
used) W@rtically or horizontally for 
backgr@unds, column, plateaus and 
pedestals. 


THERE’S A DISPLAY IDEA ON & 


ideas presented cost you nothing but the return of 
the attached coupon. 


QUILTSHEEN 


Quilted papers that hawelalllpue Colo- 
nial look. Sofsep@stel colors*with iri- 
descent <= tuated by imita- 
¢ y. 36” wide. Durable and 


EXCLUSIVE PREFABRICATED 
DISPLAYS 


Creations in cork, wire, and papier- 
maché. A novel, unique, and colorful 
assortment of complete display units 
for Spring and Summer. Available 
thru your nearest Quali-Craft Dis- 
tributor only. 


Here’s a new book that every display man should 
have—Quali-Craft’s new Spring Catalog called “41 


iy 


SEAMLESS PAPERS 


' sat 1 papers that 
offer a sp 2 2 

of covering large ba 

cal is Kuv-R-All, 


colors. Also available in 73” widths.) | 


EXCLUSIVE SPRING PANELS 


Created and designed in the best of 
display tastes. For every season and 
occasion. Colorful and attention-com- 
pelling. Fully illustrated in the 
Spring catalog. 


Display Ideas for °41.” It is an idea-giver full of 
brand new yet inexpensive things for Spring and 
Summer displays. 


Rarely before have so many new and novel dis- 
play materials been crammed into a book of this 
size. There are new and exclusive prefabricated 
displays and panels, colorful metallics, leather- 
ettes, tinsels, and tapes. It’s a grand source of dis- 
play ideas that you'll put to work immediately! The 


ial eR 


The SHERWIN-WILLIAMS Company, Cleveland, Ohio 


Gentlemen: 


Please send me FREE copy of the new Spring Quali- 


Craft catalog. 


NAME 





COMPANY 





ADDRESS 





leathers. 


LEATHERETTES 


Crush Grain Leatherette paper i: 49” 
and 50” wide rolls. Ideal for sur mer 
floorings, interior and backgr und 
windows. Has richness of authentic 
Supplied in 17 beau ify) 
flor tones. 


PAPERS 
Scoreg. @§& papers and cardboar:s in 
moderft ires and colors for ¢ very 
display m€@@.Ideal finishes for -how 
card, proc@@® @r airbrush pain: ing. 
For draping, pe@d@stals, plateaus etc. 


ees 


Haine of metal. 
lic foils that add spagii® to any dis. 
play. One of the most ¥ Satile and 
economical of all disp aterials, 


SPARKLING TINSELS 


Put new life and color intdl sign and 
displays. Applied with Sherwin-Wil- 
liams adhesives, these sparkling me- 
tallic particles and beads give strik- 
ing effects at low cost. 





S-W DECA-SENE COLORS 


Paste toner colors for interior 
play and decoration. Dries in 
hour, can be brushed or sprayed, 
reduced with water. One coat co 
solid. Supplied in 10 brilliant 
fading colors. 4 
a 


S-W DISPLAY LACQUERS q 
Opex display lacquers for fining 
permanent and itinerant displays and 
exhibits, as well as background @nd 
fixtures for window displays where a 
satiny and quick drying finish ig de- 
sired. Designed for spray application. 
12 smart attractive colors. | 


S-W SHOW CARD COLE 


Formulated to meet yo 

mands. Dries to a sm 

ish that will not chi 

extremely brilliant € 

cake in bottle or harden on brush or 
pen while using. ¢ 


x 


4g 





ae, 


RY PACE! 


* * * 


Get acquainted with your Sherwin-Williams 


Quali-Craft distributor—where you can see these 
exciting new Spring ideas. His service is excellent, 
his stocks are complete 
by 5 strategically located super-warehouses. You 
can get all your display needs from your Quali- 
Craft Distributor—and he’s as near as your phone. 


and they’re supplemented 





